ecorder 


You get 

the Flexibility of 
Single-Sole Shoes 
with the 
Cushioning Comfort 


of Two-Sole Shoes 
tr 





remember 
Flexible Shoes 


Wear Longer 


specify 
DAREX-LUMFLEX 
insoles in your shoes to 


eliminate “insole fight” 


DEWEY AND ALMY CHEMICAL CO. 
Cambridge Chicago Montreal 

















GEPHART . . . Made to 
order only on 16/8 
wall toe last. in calf or 
suede. Price $6.10 


4 
°° 
“ny 


°c c 
Natura ** 


only on \4/8 ond 16/8 
medium round toe last. In kid, 
tvede and colf. Price $6.10 


CRADLE HEEL /,--/ She 


LOOK at THE HEEL... it's ROUND like a BALL. By design of nature it is 
a natural shock absorber in walking. Actual tests prove that 85% of 
the body's weight rests on the heel. CRADLE HEEL TREDS are designed 
over a last that is shaped like the heel, with an insole that cups and 
cradles it...thus, retaining the natural heel cushion, holding the heel pane 4 
firmly in place and distributing weight evenly. Marvelously comfortable, a 
fashion-right and made with light dress soles. Feature this profitable dine and calf. Price $6.10 


line to build up your department. 


MANUFACTURED BY CRADLE REST SHOE CO.., vivision of RICE-O’NEILL shoe co. 
1900 WASHINGTON AVE. ST. LOUIS, MO. 








See the New Styles...and see why 


ANY TIME 


is 


RHYTHM STEP TIME 


Low HEELS for war-time activity —or high 
heels for those important hours of relaxing festivity— 
Rhythm Step shoes still have the feminine daintiness that 
always sells—plus buoyant, triple support that's always 
an extra comfort to busy feet. A unique combination 
of light, lovely fashion — with the triple support of 
weightless Rhythm Treads—that exclusive feature with 
exclusive NEW CUSTOMER VALUE FOR YOU! 











Something to Show — Something to Sell—that no other 
shoe can offer. The triple support of weightless Rhythm 
Treads that prove they give women an extra “‘lift’’ at heel, arch 


and ball of foot—in that fast, sales-making 3-Step Test! 
NEW YORK OFFICE 


a 616-620 Marbridge Building 


RHYTHM STEP SHOES 
Fashion Plate Shoes = Sir cur, . i ints Fashionette Shoes 
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different drying time — al- 
low the manufacturer to 
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ACTIVITY — 


HERITAGE OF YOUTH 





Children are five times more active than 
grown-ups! For such busy growing feet, toe 


protection and toe comfort are essential. 





*CELASTIC”, a solution-softened box toe, 
fulfills these requirements by accurately 
reproducing the shape of the last — by 
fusing together doubler, box toe and lining 
into a durable three-ply structure — and 
by insuring positive freedom from wrin- 
kled toe linings. 


In meeting the demands placed on shoes by 
the super-activity of youth, “CELASTIC” 
box toes provide extra protection with 
firm, resilient sidewalls and extra comfort 


with flexible tip lines and smooth linings. 
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UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








BLAZED MUL 


for Women’s shoes for men’s shoes 


TOWN BROWN 25 YANKEE BROWN 28 


BLUEJACKET 88 AMERICAN TAN 19 


cn 
| 


BLACK SUPER CRUSHED. KID 


Fe FUT 


With. emphasis on ties 


and-oxfords for busy women to wear 


during work. hours and after, GLAZED 


— 


KID and SUPER CRUSHED KID lend: them 


if 


selves to the new deft detailing of patterns 


already in stock. For men's shoes 


lightweight, foot- 


PT 


GLAZED KID is a 
healthy leather, comfortable for 


Totals Malol ia meh 


McNEELY DIVISION 


<eMlied Kid C ompany 


HUNTINGDON AND FAIRHILL STS., PHILADELPHIA, PA 
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MA of THE SQUARE 


OL REE 


PerFORMance VALUES 


“This is neither an old man’s war nor a young 
man’s war. It is a smart man’s war” .. . is a 


timely saying. 


By the same token, shoes play a more im- 
portant part and every merchant must be 
practical, resourceful and helpful in seeing 
to it that active Americans increase their foot 
power through wearing the right shoes in the 
right fitting. JOHNSONIANS serve best — 
“The Smartest Shoes on the Square.” 


8618—Tan Grain Bal, Per- 
forated Tip, Vamp and 
Quarter, Leather Sole, 
Leather Heel, Antique Fin- 
ish, B, C, D, 6-12 


are 
proportioned to Active 
by tests, selective ex- SOMETHING HAS BEEN ADDED 


trials and 
of large and *,¢ 
od ccguabaiatal ws Lanitized FOR PROTECTION 





| JOHNSONIAN DIVISION ENDICOTT-JOHNSON * NEWYORK CITY «+ ENDICOTT,N.Y: + ST. LOUIS, MIS§OU 


JOHN E. HARRISS, who for so 
many years had his office in the 
Marbridge Building in New York, 
has for the past three years or more 
been associated with Lotus, Ltd., of 
Stafford, England. Mr. Harriss 
has been sending War Letters to his 
friends over here and we cull a par- 
agraph from his April letter: 


iB 





“As for clothing coupons, they 
put a different value entirely on 
clothing. No one considers cost in 
money— it’s cost in coupons that 
counts. In fact, it’s the highest 
priced articles that are in greatest 
demand. People realize that be- 
cause of coupons their purchasing 
power is limited, so they buy the 
quality that they think will give 
longest wear. 

“Business in the stores is boom- 
ing. Most things are in short sup- 
ply .and some things have disap- 
peared from the shops altogether. I 
can’t say, however, that we are suf- 
fering from lack of anything. Some 
of the things we have been deprived 
of have, I am sure, been far from 
beneficial in the past—meat for ex- 
ample. The British would eat meat 
three times a day before the war. 
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Now the ration is limited to about a 
shilling a week or less than a pound 
per person. Fish isn’t rationed but 
is very costly. Prices of wearing ap- 
parel, etc., are up but not out of 
reason. We have had a price con- 
trol of sorts since the outbreak of 
war and it has undoubtedly served 
to keep prices from getting beyond 
bounds.” 


POSTMEN and Police Test Re- 
claimed Rubber: 
licemen in the Nation’s Capital are 
acting as walking laboratories for 
the Government, so that the mil- 
lions of pedestrians throughout the 
country can obtain good rubber 
heels for the duration. 





The Consumer Division of the 
OPA announced that many mem- 
bers of the Washington Post Office 
and Police Department have con- 
sented to pound their beats on re- 
claimed rubber heels which the 
Division is testing for quality and 
durability. The raw material for 
these heels is scrap rubber collected 
from the Nation’s junk yards and 
attics and then reprocessed. 


Postmen and po- - 


LEO CALLAHAN edits the Endi- 
cott Johnson Workers Daily News 
page in the Binghamton Sun. It’s 
a human, happy, wholesome, read- 
able page. Editor Callahan took a 
half column from the Boor ANp 
SHoe Recorper’s “Voice of the 
Trade” and gave it a six-column 
head: “Leather Is Seventh Prime 
Essential of War.” 


There’s a good idea for other pa- 
pers to copy because, in today’s 
unity of interest the man at the 
shoe machine is interested in get- 
ting the most out of the material 
that he uses, with the least waste. 
And if he knows that the shortages 
are real and that leather is drafted 
for war work first—he gets the feel- 
ing that he, too, plays a part. 

Here are a few of the punch 
paragraphs, two-column boxed, on 
the page: 

“Believe in yourself .. . in your abil- 
ity to do your job a little better than the 
other fellow. We are each endowed with 
some special talents, learn to cultivate 
and develop them. 

“Learn to give as well as take. Re- 
member ‘that man may last but never 
lives who much receives, but nothing 
gives. 


“Do not resent criticism . . . whether 
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at work or at play. We learn only from 
the criticism or advice of others. No man 
is perfect. When anyone criticizes you, 
it is because they believe you can learn. 
It is time to worry, when they don’t 
criticize you. 

“Do not be a ‘Know-it-all.’ Avoid be- 
ing arrogant and over-bearing. ‘You can 
catch more flies with molasses than with 
vinegar.’ People react favorably to kind- 
liness and consideration but .they resent 
smart-aleckness. 

“*Know your stuff.’ Read the busi- 
ness and trade papers which relate to 
your job, your inductry and your pro- 
fession. This is one sure way to ‘keep 
ahead of the parade.’ Most men neglect 
to study regularly and systematically. 
The man who KNOWS is the first to 
be promoted. 

“Don’t be a sober-faced sour puss. 
Keep smiling. A smile is more welcome 
than a scowl. It is contagious. People 
avoid the grouch and gravitate to the 
man who radiates cheerfulness.” 

* * * 


TRAVELING salesmen need to be 
informed and more power to the 
sales manager that jumps into key 
territory and tells the men how to 
sell and how to help the merchant 
sell under war conditions. 

Walter C. Roose writes: “All of 


our regional sales meetings (held 
in New York City, Chicago, Atlanta, 
Dallas, and Omaha on successive 
days) were held in the same period 
of time as it would have taken a 
person to travel this time by rail- 
road, making just as close connec- 
tions as possible at each terminal. 
“This shows a little bit what a 
wonderful time saver traveling by 
air is for selling during this period 
of modern times. It took us prac- 
tically 100 hours to have our meet- 
ings and to get together in between 
points, and it would have taken just 
exactly 100 hours to have made 
this trip by train alone if you would 


have traveled continually.” 
t a * 


BILL WALLACE, publisher of 
Footwear Organiser, that great shoe 
and leather trade publication of 
England, found it necessary to make 
quick conversion between his April 
and May issues. The April issue 
was a standard 11% x 9 publica- 





OUCH! 


FiRsT- MY PANTS 
——Now MY SHIRT, 





—Some .years ago an imaginative 


statistician made the statement | 


that if one inch be added to the 
shirt tails of all cotton shirts 
made for Chinamen, it would tax 
to the limit the capacity of all 
cotton mills In this country and 
in England. 

—And now, due to conditions other 
than Chinamen's shirt tails, this 
mill capacity has been more than 
filled, and 
the W. P. B. proposes a program 
to reduce the cloth in this piece 
of men's wear. It recommends re- 
ducing the length of the shirt 
tail, eliminating French cuffs, no 
pockets on regular shirts and 
shorter collar tips. . 

—Let's hope that W. P. B. won't 
recommend that an inch be 
taken off of men's shoes; be- 
cause, if so, it's quite likely "The 
Shoe will pinch." 

—In fact, it's more than likely "the 
shoe will pinch” in many of the 
restrictions and eliminations our 
Alphabetical Bureaus in Wash- 
ington will impose upon civilian 
goods and services.. 


SU Tbe 


President 





tion on coated paper, with beauti- 
ful art work and color. The May 
issue is a tabloid 914 x 61%. Actu- 
ally its condensed size gives greater 
concentrated interest to each page. 

He had the courage to say, 
“Plain, ordinary, standard footwear 
can go too far,” the final para- 
graphs reading: 

“In other words, let us have 
Utility footwear if we must, but let 
us have no more of it than is abso- 
lutely necessary, and let it be pro- 
duced in those factories which it 
will not ruin. 

“After all, there is no good pur- 
pose to be served by damaging our- 
selves needlessly. Wars, it should 
be remembered, are not won by self- 
mutilation.” 


e Apparel Branch of. 


We have known Bill Wallace over 
the years, a deep, sincere and prac- 
tical publisher. As a man and 
Englishman, he has held his chin 
up. At the end of a recent letter 
came this personal note, “I know 
you will be sorry to learn that 
Bruce, my third boy, lést his life 
while mine-sweeping on Jan. 31.” 
The letter continued, “I think I told 
you they granted him ‘the Distin- 
guished Service Cross. This wasn’t 
a posthumous award, it was coming 
through and unfortunately wasn’t 
announced until after his death.” 

- * * 


THE Chicago Sun gives “Ten Com- 
mandments for preparing adver- 
tising messages. Here they are: 

“1. TELL IT CLEARLY. Make sure 
your readers will know what you are talk- 
ing about. ‘Talk’ your copy instead of 
writing it. Never write what will sound 
‘affected.’ 

“2. TELL IT COMPLETELY. Every- 
thing your ads tell the customer saves 
them time in your store—and saves your 
salesmen’s time. 

THE BIGGEST- THE BEST ~ MOST 


STUPENDOUS BARGAIN 
THE Lee cen Om 





“3. MAKE IT INTERESTING. Copy 
is never too long, it is often too dull. 
Don’t shorten copy because it is long, 
only because it is dull. 

“4. TELL IT FRANKLY. You needn't 
exaggerate if your products are right. 
Men don’t beat their wives for buying 
the wrong coffce. Don’t try to make the 
public believe they do. 

“5. TELL IT REPEATEDLY. Don’t be 
afraid to repeat. A man who lunches 
daily in the same rectaurant still wants 
to see the menu. If your copy story is 
right, it produces conviction by repeti- 
tion. 

“6. USE WHITE SPACE WISELY. 
Your ads should be attractive. The char- 
acter of a store can be judged by the 
character of its advertising. 

“7, DON’T OVERCLAIM. _ The prod- 
uct that doesn’t live up to your state- 
ments will always come back to plague 
you. 

“8. USE NEATNESS AND  SIM- 
PLICITY. They are as necessary in ad- 
vertising as in dress. 

“9. USE BIG LETTERS SPARINGLY. 
Large type is like loud talk. If you 
‘shout’ all the time, pcople stop paying 
attention. 

“10. USE ACCURATE PICTURES. In 
advertising, pictures aren’t meant to be 
pretty but to show goods.” 
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SIGN in the Commissary of the 
Inglewood, California plant of the 
North American Aviation Company: 
“This commissary will be open all 
during Alerts. However, in the 
case of a direct hit we will close.” 


Who wouldn’t? 


a oe * 


PRIVATE DODD FORTENBERRY 
at Camp Shelby, Miss., writes: 
“For the time being, please 
switch my subscription over to 
Camp Shelby. As you probably 


know—once a man is a shoe dog, 


he will always be one. I’m_not in 
any way connected with the shoe 
business now, but I would still like 
to know what is going on in the 
world of footwear. The Boot AND 
SHOE REcORDER is the best source 
of information that I know.” 


a * * 


Roy EASTMAN of the Eastman 
Research Organization, says: 

“Some years ago a Harvard 
psychological class performed an 
interesting experiment. They took 
a frog and placed it in water at body 
heat. Then the temperature of the 
water was raised so many thou- 
sandths of a degree per second. This 
went on for two and a half hours. 
At the end of that time the frog 
was dead. It hadn’t moved. It had 
been literally boiled to death with- 
out knowing it. 

“Most people seem to feel that the 
great transition will take place all 
of a sudden, that some titanic hand 
will shift the scenes over night and 
we'll all wake up some morning in 
a new and different world. Nothing 
of the kind! We'll go through it just 
like the Harvard frog went through 
his transition, and if we don’t 
watch our step we're likely to wind 
up the same way. 

“The great transition is taking 
place right now—on__ horseback. 
You're in a‘different business right 
now—not going to be. The eco- 


June 13, 1942 


nomic temperature is changing at 
so many thousandths of a degree 
per second right now. And if you 
think you can sit tight till it’s over, 
remember the frog.” 


BRUCE L. BABCOCK, treasurer of 
the Endico&t Johnson Corporation, 
was toastmaster at the Thirty Year 
Club Dinner and told this delight- 
ful story: 

“I wonder if you have heard the 
story of the agreement between God 
and Man as to the allotted term of 
life of Man and other creatures. ‘I 
propose 40 years for Man, 30 for 
the horse, 25 for the dog and 25 for 
the monkey,’ said God to Man. ‘I 
am not pleased with this schedule,’ 
Man replied to God. “May I ask the 
horse and the dog and the monkey 
if we can’t make other arrange- 
ments?’ inquired Man. ‘Certainly,’ 
answered God, ‘whatever you work 
out with them is agreeable to me.’ 

“So Man said to the horse: “Yours 
is a life of drudgery, why don’t you 
give me a part of it?’ ‘It’s alright 
with me,’ said the horse; ‘20 years 
is all I want to live.” So Man took 
ten years from the horse. Then he 
approached the dog. ‘Yours is just 
a dog’s life,’ said Man. ‘I agree,’ 
said the dog, ‘take 10 of mine.’ And 


then Man went to the monkey who 


was likewise happy to lose 10 years 
of his life. 

“So Man came out in his final 
agreement with God at 70 years, 
the first 40 a normal life, the next 
10 he works lke a horse, the next 
10 he leads a dog’s life and the next 
10 ‘he’s just monkeying around,’ 
as the story goes.” 


* * # 


ELEANOR ROOSEVELT, indefat- 
igable traveler as well as keen ob- 
server. wrote in her column “MY 


DAY”: 





“At the Chinese Industrial Co- 
operatives’ dinner the other night, I 
was presented with a little pair of 
‘tiger shoes, made for a little Amer- 
ican boy by his Chinese nurse.’ 
These shoes are placed on a Chi- 
nese baby’s feet in the hope that 
the fearless strength and courage 
of the tiger wilt develop in the 
child. The Chinese women making 
them today must think with grati- 
tude of our American Flying Tigers, 
who have written an epic in the sky 
over China.” 





L- 2 VECKS TEM 
~ 


“Well, | haven't much to offer in my regular line but how are you fixed for gum, candy 
ond cigarettes?" 





* Washington Newsreel * 


ONE of the most far reaching measures of economic 
control as yet instituted by the government was an- 
nounced last week when the War Production Board 
undertook control of imports for civilian use as well as 
strategic war materials. General Imports Order M-63 
will make it impossible after July 2, 1942, to import 
any goods into the United States without authoriza- 
tion by the War Production Board. The primary pur- 
pose of this measure is the conservation of shipping 
space in order to insure that valuable tonnage is allo- 
cated to the most important commodities of military 
and civilian need. It is anticipated that the import 
crder may have far reaching consequences for the shoe 
and leather industries. 

Until now, only cattlehides, calfskins and kidskins 
have been subject to import control. Since January 
of this year, tannérs have not been able to import cattle- 
hides, calf or kidskins without first making application 
to the Defense Supplies Corporation. The latter gov- 
ernment agency has acted for the War Production 
Board in the control of such strategic imports as cattle- 
hides and calfskins. All other tpes of raw materials 
were under no restriction with respect to importation 
and the flow of goods to the United States was subject 
only to the exigencies of shipping. 


oF a + 

THE new import order, however, drastically changes 
the basis on which leather making raw materials have 
been moved to the United States. This step has empha- 
sized more graphically than any other measure yet 
taken the vital importance of foreign raw material 
sources in the United States production of leather and 
leather goods. In spite of growing shipping hazards 
and the complications besetting importers, raw mate- 
rial has been reaching the tanneries of the United 
States in substantial volume. However, if shipping 
should become more critical the authority of M-63 may 
be an instrument for restricting imports of relatively 
less essential materials. 

While domestic hide and skin resources are at peak 
levels, they cannot be sufficient to satisfy expanded mili- 
tary requirements and normal civilian needs. The pri- 
ority of the first is unquestioned. Any obstacles or lim- 
itations upon the import of raw material must, there- 
fore, mean a re-appraisal of civilian needs. There is 
no expectation in official quarters that the movement 
of hides and skins with limited military value will be 
checked. It is recognized that the shoe and leather 
industries provide consumers with essential and almost 
indispensable products. Nevertheless, the general im- 
port order represents an instrument whereby events 
in far flung battlefronts can be quickly reflected in sup- 
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ply conditions. This may well raise a problem which 
transcends in importance any possible inventory restric- 
tions for retail distributors, such as those whose recent 
premature announcement engendered so much hasty 
and sometimes confused thinking. 


* * 
COMMODITIES are classified, for the purpose of 
M-63, into three lists. Commodities in List I may con- 
tinue to be imported under existing contracts after the 
effective date of the order, but all contracts must be 
reported to the WPB. Furthermore, goods on List I 
after import may not be disposed of, processed or 
moved beyond the place of initial storage except for 
sale to the government or in accordance with authoriza- 
tion of the WPB. Contracts or commitments made 
prior to the effective date of the order may be com- 
pleted by consignee. Included in List I are goat and 
kid skins, including cabrettas, and quebracho extract. 

Goods in List II are subject to the same import regu- 
lations as items in List I. After legal importation, how- 
ever, there is no restriction upon disposition or proc- 
essing. Commodities in this group are either covered 
by other regulations or control after import is not held 
essential. Included in List II are cattle hides, calfskins, 
kips and buffalo hides, which are already under M-63 
control, and shearlings. 

List III covers commodities which may not be im- 
ported after the effective date ‘without specific authori- 
zation, regardless of existing contracts. Goods already 
in transit to the continental United States may be re- 
ceived after the effective date. There if no restrictions 
on disposition or processing, so far as M-63 is con- 
cerned, after importation. Commodities in List III in- 
chide sheep and lamb skins, horse, colt, ass, reptile, 
shark, deer and elk skins, and all types of leather. 


* t 


AMENDMENT No. 2 to Conservation Order M-114, 
limiting the amount of raw goatskins, kidskins and 
cabretta skins that may be put into process by any 
tanner during the months of June and July to a total 
of 140 per cent (or an average of 70 per cent for each 
month) of the monthly average of skins put into proc- 
ess during 1941, was issued May 30 by WPB. This 
is the same as the amount permitted in May. 





» > 
WOODEN SLIPPERS SAVE STEEL 


Star shortstop Eddie Miller of the Boston Braves has 
become conservation-minded like millions of his fellow 
Americans. Instead of dulling and wearing out the spikes 
on his baseboll shoes by wearing them to walk over con- 
crete and wooden floors from the clubhouse to the dia- 
mond, Miller now wears wooden slippers like the one he 
holds in his hand antil he reaches the playing field. 
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CHILDREN?S 
STYLES 


which have been developed as substitutes for those dif- 
ficult to get, new treatments to lend interest to the 
known and still plentiful standbys, took the spotlight. 

In coats, fleece was cited as the most important 
fabric—because fleece is still plentiful, it is warm, it 


wears well. Coats shown of this material were made 


with buttons of bone or plastic instead of pearl buttons; 
slit pockets with a patch effect instead of the real patch 


Both ihe atmosphere photos 
shown on these pages illustrate 
styles which conserve strategic ma- 
terials. Shown at the children’s 
fashion show held in New York. 


Clockwise, starting lower left: 
Antiqued red ghillie with wooden 
ornaments tipping the laces, and 
leather sole and heel—Modern 
Age from Curtis-Stephens Embry. 
A dressup style with leather- 
throat ornament—Poll Parrot from 
Roberts, Johnson & Rand. Small 
pieces of leather can be used in 
patterns like this dressy style— 
Weather Bird from Peters. Imita- 
tion moccasin seam is repeated 
around the quarter in a ghillie 
with black rubber heel—Red 
Goose from Friedman-Shelby. A 
black rubber sole and heel feature 
this wall last plain toe blucher— 
Stride Rite from Green. Harness 
stitching and contrasting saddle 
and apron make this little shoe in- 
teresting—W. L. Kreider. 


SAVE.. . . find something to take the 


place of materials which are scarce. That’s what’s been 


pocket which uses too much material; fitted styles. 
Coats were shown in “Timme Tuft,” a fabric expected 


+ conserve . 


happening in ready-to-wear lines for children, and 
that’s what shoe manufacturers are doing with the lines 
they are showing for Fall. Can we have styleful cloth- 
ing, shoes with style appeal under these circumstances? 
The answer is, we have. 

The key to the ready-to-wear question was given at 
a recent “Wartime Clinic on Infants’, Children’s and 
Teen Fashions” held at the Hotel Commodore, New 
York, under the sponsorship of Parents’ Magazine. At 
that meeting, a fashion show of new Fall styles, showing 
models made of materials which are plentiful, materials 


to replace mouton which is used by the armed forces— 
the well-known “Teddy Bear” material. Cotton velve- 
teen lined with wool took its place in dressy coats. 
Button-in linings replaced zip-in linings in coats, and 
button closings replaced zippers in snow suits. 
Dresses were shown in cotton, with applique treat- 
ments, with unbleached backgrounds on widely spaced 
prints, in natural color with colored yokes and hems, 
in light pastels with rickrack trim to make them inter- 
esting. Rayons were shown in new textures which 
made them look like wool; in flannel textures; in spun 





Wartime HRations ... 


OUR WARTIME ECONOMY HAS CHANGED THE FACE OF THE 

CHILDREN’S FASHION PICTURE, BOTH IN READY-TO-WEAR AND 

IN SHOES. IT HAS PROVIDED AN OPPORTUNITY FOR DEVELOP- 

ING NEW THOUGHTS, NEW TREATMENTS WHICH CONSERVE 

STRATEGIC MATERIALS, BUT MAINTAIN THE FASHION RIGHT- 
NESS OF THE MERCHANDISE. 


by 
ANNE R. 
DAVID 


Clockwise, starting lower left: 
Moccasin-type boots of this kind 
will still be made for injfants— 
Mrs. Day. This harness stitched 
ghillie has loops cut in one piece 
with the quarter, and its black 
rubber heel is painted brown to 
match the upper—Dr. Posner. The 
espadrille or ballet shoe saves 
leather, uses no hard-to-get orna- 
ments—Buster Brown. A_ con- 
trasting lace stay makes use of two 
leathers in this blind-eyelet model 
—Pied Piper. Tan and white 
saddle with blind eyelets—Trim- 
foot. Center: Moccasin seaming 
and blind eyelets on blucher— 


Sunbeam from F. S. Elam. 


types whcih resemble wool challis. A new material, 
Aralac, a protein fibre made from the casein in skim 
milk, took its place among the new fabrics which 
should be important. This fibre can be used in com- 
bination with wool, rayon, cotton, or with all three, and 
is both attractive and styleful in serge finishes as well 
as in fleecy coating fabrics. It has long been used in 
felt. 

Plaids were spoken of as “limited editions,” since 
there is a scarcity of the well-known plaid types which 
have been popular for years. But new and colorful 
plaids are being developed with American backgrounds 

[TURN TO PAGE 37, PLEASE] 
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What’s Happened to RUBBER 


Ir is 3392 submarine-infested miles from Para, Brazil, 
to the port of New York and it’s 500 miles more to 
Akron, Ohio. 

It is 9058 miles from Singapore to the tire factories 
of Los Angeles, but the boats don’t run any more. Before 
we get rubber from Malaya we'll have to send a million 
men or more haif way around the world; they'll have 
to go to Java, Borneo, Cebu and Formosa; they’l! have 
to go to Palambang, Mandalay, Panay and Tokyo. 

The story of rubber is inextricably tied up with 
geography. 

When Columbus visited the new world, his men were 
amazed at black rubber balls with which natives played. 
The balls were so springy they seemed to be alive. 

+ ge 
14 


But rubber was old then. Hundreds, maybe a thou- 
sand years before, the Indians of South and Central 
America had coated their capes with rubber, they had 
waterproofed shoes with it and they had even made 
bottles by dipping clay moulds into raw rubber. 

Rubber remained little more than a curiosity for 
three hundred years. During that time it was noticed 
that if a pencil mark was rubbed with the substance 
it disappeared, hence the name “rubber.” It was used 
as a waterproofing matérial, but it cracked jin cold and 
had a noxious edor when warm and achieved no great 
popularity. 

In the 1830's it was discovered that if sulphur were 
mixed with crude rubber and heated, the rubber retained 
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How a Flourishing Brazilian Monopoly Was Transferred to the Far East by 


Smuggling Seeds Out of South America, and How an industrial Empire 


Grew and Prospered until the Japanese Invasion Laid It Low, Provides 


One of the Most Amazing Adventure Stories in the History of Industry. But 


Right Now It Constitutes a Problem for the Shoe Merchant, the Shoe Man- 


ufacturer, the Manufacturer of Rubber Footwear, and Every Man, Woman 


and Child in America. it Calls for a Policy of Intelligent Conservation. 


vy Vv 


its elasticity over a wide range of temperatures. This 
“vulcanizing” discovery was claimed for at least four 
men; it seems likely that each one contributed some- 
thing. 

With vulcanizing, rubber became an industry; with 
the automobile it became a great industry. 

The principal constituent of rubber is caoutchouc 
(pronounced KOO-chook), derived from “cahuchu,” 
the native name for the principal rubber tree. Numerous 
trees, plants and shrubs produce caoutchouc, including 
guayule and varieties of milkweed. 

The great source is a tree known as Hevea Brasili- 
ensis. The product of this tree is 90 per cent caoutchouc. 
No other tree or plant compares in percentage. 

The Hevea tree often grows to a height of over 100 
feet and the trunk is sometimes 12 feet across. Each 
tree bears both male and female flowers. There are 
three seeds in each capsule, which explodes on ripen- 
ing, sometimes ejecting the seeds 20 yards. The tree 
will grow in almost any well-drained soil, but it requires 
an annual rainfall of 100 inches and a temperature 
range of from 70 to 90 degrees. 

The Hevea, as its full name indicates, is a native of 
Brazil and for years Brazil held a rubber monopoly. 
In 1873 2000 seeds were smuggled out of Brazil, but 
only 12 germinated and none of the trees thrived. In 
1876 Henry Wickham, later Sir Henry, arranged to 
have 70,000 seeds taken to the Kew Botanical Gardens 
in London. Hothouses were emptied of other plants 
and in two months 2000 plants were growing. The 
rubber monopoly was broken and rubber trees were 
transplnated to the rainy lands of Ceylon, India, Malaya 
and the East Indies—half way around the world. 

In Brazil, natives roamed jungles to tap the trees. 
In the east, however, trees were set out in plantations 
where they would be given regular care, where they 
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could be fertilized and where scientific studies for the 
increase of the yield were made. 

Rubber is obtained from the trees by a curious 
process. Between the bark and the trunk of the tree 
is a layer of cells about as thick as a sheet of paper, 
known as the cambium. Next to the cambium, in the 
soft part of the bark, are tubes in which flows latex, the 
milky caoutchouc-bearing liquid. A series of cuts are 
made in each tree, several inches apart. On some plan- 
tations, the cuts run spirally down the trunk; in others 
they are made in huge V’s. Care must be taken to 
sever the latex tubes without cutting the cambium. If 
the cambium is cut, replacement growth is slowed. 

Every other day, in well-managed plantations, work- 
ers shave the lower edge of each cut, stimulating the 
flow of latex. The latex is gathered in cups and taken 
to plants where, under various types of treatment, the 
globules of rubber are separated, worked and dried. 
Some of it is dried in smoke. Some of it, worked thin- 
ner, is dried in air. The former is called sheet rubber; 
the latter, crepe rubber. In Brazil, rubber is often 
dipped on huge paddles, which are turned in smoke. 
Constant dipping builds the rubber up into balls as 
the process continues. 

World production figures for 1940 tell the story: 


Far East . 1,353,052 long tons 
Amazon Valley 17,661 
Africa 16,314 
Mexico, guayule 3,634 


Total 1,390,661 
The briefest glance at these figures shows that all 
but a few shiploads of rubber were produced in Malaya, 
Sumatra, Java, Borneo, Ceylon and the other lands of 
the Middle East. Some synthetic rubber was being 
[TURN TO PAGE 28, PLEASE] 





NEW LEATHER FOR COLLEGE- 
COUNTRY WEAR 
ANGORA suede, a new leather for the 
popular I. Miller Whistle Stop pattern, 
makes its debut. A reversed- leather, it is 
shaggy in appearance with undyed flecks 
where the rough surface does not take the 
dye. “Ideal for college wear with angora 
sweaters, this is also a good country shoe, 
unlined, light and flexible but very sturdy 
. . . for any woman to wear wiih her 
rugged tweeds. It has Fall 1942 appeal in 
its moccasin toe and heavy stitching match- 


ing the natural color of the undyed flecks. 


FASHION SHORTS... 


WATCH LIZARD FOR DRESSIER REPTILE SHOES 


GROWING interest is observed in lizard for the less tailored types of reptile shoes. 
ELEANOR The trend to reptiles for Fall is strong. Alligator . . . genuine and a print on calf. . . 
RUTLEDGE, will continue to be important. It has become an established fashion and will carry on. 
Fashion Editor Lizard, with its finer markings, offers a variation on the reptile theme, especially 
adapted to dressier types. Like alligator, it looks well with a lustrous finish and is 
smart and attractive in a variety of colors. Using a variety of available materials is 
considered good wartime conservation. In this case, a leather is being used which 
could not possibly be useful to the army. If, in addition, there is a good supply of 
lizard on hand in this country . . . as is the general belief . . . these are two good 
reasons for promoting lizard for Fall. Handbag makers are also watching lizard. 


by 


SHOE BUSINESS IN NEW YORK HAS HOLIDAY SPURT 


THE week preceding Memorial Day was a good selling period for New York shoe de- 
partments and stores. In many cases business had been slow during May, but the week 
before the holiday saw a general spurt. Spectators and play shoes were best selling 
numbers. Service shoes and bright colored sandals also did good business. In specta- 
tors, tan and white was the best selling combination, but blue and white was up ac- 
cording to several stores with a conservative trade. Natural “linen” with tan was not 
as good as had been expected. Red and multicolor were strong in sandals, pumps and 
play shoes. One conservative store reported good business in 11 different colors and 
multicolors in their budget department. This same store said that women did not seem 
to be price-conscious. So long as they could get what they wanted, they did not mind 
the price. One high style store reported navy to be one of the best selling colors. 
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HOSIERY STYLE NEWS 


SILK and Nylon will be practically out, so far as manu- 
facture of stockings for next Fall is concerned. Cotton 
is very limited. This leaves one yarn for volume manu- 
facture of women’s hose . . . rayon. Once this fact 
would have been a near tragedy, but today no woman 
need feel concerned at having to wear rayon stockings. 
All the qualities rayon hose used to lack have been de- 
veloped in the new stockings now on the market and in 
the stores. High twist has given them elasticity and, 
therefore, much better fit. They have a sheerness and 
a dull surface which makes them practically indistin- 
guishable from silk. Dyeing processes have been worked 
out so that colors are satisfactory from every angle. 
With right treatment some rayon has been found to 
wear as well as silk. 


Consumer Education on Rayon Hose 


FEELING the need for special education in the selection 
and care of rayon stockings, many hosiery companies 
are including printed instruction to include with every 


One of the ten pretty girls who modeled at Gotham’s 
recent “Style Futurama.” Her “Can-Can” costume repre- 
sents Gotham’s Tabarin line and she is wearing Tabarin 
rayon stockings which many of the style experts at the 
showing could not distinguish from silk. 
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purchase by the consumer. OPA recently issued a list 
of instructions. Summed up, they run as follows: 1. Ask 
for high twist rayon hose. It snags less easily and has 
more elasticity. 2. Make sure the foot of the stocking is 
reinforced with cotton. Rayon yarn alone is easily dam- 
aged by perspiration and wear. 3. Look for high twist 
rayon in the welt, or top, of the stocking. 4. Make a 
choice from hosiery that comes in several lengths. 


Washing and Drying Instructions 


TWENTY-FOUR hours is given as the minimum time 
needed to dry rayon properly. When worn before it is 
absolutely dry, the yarn is very definitely weaker. 
Rayon hose should not be rubbed, wrung, stretched or 
pulled in any way. Stockings should be washed after 
each wearing. They should be turned inside out, 
squeezed gently through lukewarm suds and rinsed by 
dipping. They should be dried away from heat or 
sunlight. 


Fall Styles from Hosiery Companies 
FASHION doing its share in the war effort is the idea 


behind the new stocking colors just issued by Belle- 
Sharmeer Stockings. “Ration-Al Colors,” as a group, 
tie in perfectly with the new fashion promotions of war- 
time clothes, with the slim silhouette and other L-85 
“Fashions for Victory” approved by WPB. “Rational 
Colors” as a promotion theme afford interesting oppor- 
tunities for retail tie-ups with the national war effort to 
encourage conservation and common-sense buying, ac- 
cording to Grace Jones, Merchandising Director of 
Wayne Knitting Mills, makers of these stockings. Con- 
centrated to three in number, these colors are a series 
of related shades, expressly adjusted to non-priority 
fibers and designed to save materials, labor and the 
consumer’s money and time. Each has been given just 
the right depth and intensity to flatter the fiber and as- 
sure stamina in laundering. ‘Extreme reddish casts are 
out,” in the opinion of Miss Jones. “The new Fall stock- 
ing colors are neutral, versatile.” The names, A, B and 
C, dramatize their basic qualities and provide a timely 
promotion theme as the “A B C’s of Color Planning for 
Wartime Fashions.” 

In addition to rayon, Propper McCallum offer cotton 
ingrain, wool and spun rayon stockings for Fall. The 
rayon comes in two colors . . . Turf Tan and Sundown. 
In the 75 denier, which is very fine, it comes in three 
proportioned lengths. Nylon and cotton are used for the 
toes; cotton for the heels. The three colors in the cotton 
ingrain are matched to uniforms women are wearing, 
but are also recommended for general country wear. 
They are Turf Tan, Blue and Gunmetal. The wool 
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DISPLAY PROBLEMS 
Raised by East Coast Dimout 


RETAILERS operating in towns and cities along the 
Middle Atlantic Coast found themselves confronted with 
another wartime problem last week, when Major Gen- 
eral T. A. Terry, commanding the Second Corps Area, 
issued the most drastic dimout regulations that have 
thus far been imposed by the Army to combat the 
submarine menace. Short of a complete blackout, it 
would be hard to conceive of a more drastic regulation 
of display window lighting that that contained in Gen- 
eral Terry’s latest regulation, which provides as fol- 
lows: 

“All lights within display windows, open lobbies and 
other places of business shall be so shaded by opaque 
material as to prevent their direct rays being visible 
from any point on the exterior of the window or open- 
ing and the total lighting of such display windows 
should not exceed the average of one-half watt per 
square foot of vertical window or opening. Where 
the lights of the interior of such shops, stores or other 
places of business are normally visible from the exterior 
thereof they shall be so shaded by opaque material as 
to prevent the direct rays being visible from any point 
outside the building. 


“Lights reflected outward by mirrors or other polished 
surface are subject to these provisions. Where the dis- 
play window or opening is not protected from the main 
portion of the store, shop or place of business by a pro- 
tective backdrop or partition the wattage for lighting 
of the interior of such store, shop or place of business 
shall not exceed the average of one quarter watt a 
square foot of floor space.” 


THE regulations issued by General Terry apply to 
Atlantic Coastal territory from Rocky Point, Long 
Island, to the Delaware-Maryland state boundary line. 
Cities in other portions of the Atlantic Coast area will 
be subject to whatever regulations may be put in opera- 
tion by their Corps Area commanders or by state or 
local authorities. The exact territorial limits will be 
defined in each instance. The dimout area does not 
extend far inland, and the restrictions have no relation 
to air raid precautions, but are intended solely to help 
solve the problem of the Axis submarine menace by 
reducing the glow of light along the coast against which 
merchant ships are silhouetted by night, making them 
easy targets for the lurking subs. 

New York City shoe retailers, for the most part, 
seemed to feel that the low power window lighting per- 
mitted under General Terry’s latest regulation was insuf- 
ficient for any effective window promotion, with the 


result that most of them darkened their windows com- 


pletely after 8 P. M. 


Illumination of display windows during daylight 
hours is not affected by the regulations, so the loss of 
display value resulting from the order is confined to 
the evening. Stores in locations where there is com- 


BEFORE—A typical window display, properly lighted for 

effective advertising purposes but considered unsuitable 

under present dimout requirements. Reflected light is spill- 

ing out onto the sidewalk, as well as on the valance on the 

top part “ the window above the display. Courtesy Consoli- 
dated Edison Co. of New York. 


paratively little sidewalk traffic during the evening 
stand to lose relatively little. It will probably be the 
stores in the smaller towns, in suburban areas and in 
city streets where there are theaters and other attrac- 
tions that tend to draw crowds at night which will be 
the heaviest losers. They depénd on night traffic for 
much of the promotional value of their displays, even 
if the stores are closed during the evening. 


In spite of the ameliorating factors mentioned above, 
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the dimout does constitute a real. problem for mer- 
chants, varying in degree according to the extent to 
which a store depends on evening window promotion 
to activate sales of merchandise. Therefore it is impor- 
tant to consider what steps can be taken to minimize the 
unfavorable influence of this wartime restriction, and 
to develop display methods that can succeed in spite 
of the dimout. 

Translated, the clause “lighting of display windows 
should not exceed the average of one-half watt per 
square foot of vertical window or opening” means that 
a window having a glass area of 10’x10’ or 100 square 
feet would be allowed TWO 25 WATT LIGHTS! This 
compared with an average of 2000 watts of regular 
lights, or 1200 watts of fluorescent lights, used in the 
average window of this size, means practically a black- 
out. 

However, Consolidated Edison Company of New 
York, Inc., offers a suggestion for dimming out store 
windows that seems practical and effective, while appar- 
ently meeting the approval of authorities. This is a 
“dimout curtain” made of material that successfully 


~ de 


eliminates objectionable sidewalk glare and light which 
contributes to sky glare about which officials are con- 
cerned, yet permits practically full illumination of the 
window PROVIDED the lights are shielded. Where 
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spots or reflector lights are used, placed close to the 
front and top of the window, a valance is readily 
installed which will shield these light sources. If fluores- 
cent lights placed in rows on the window ceiling are 
used, greater care is required to assure concealing the 
light source from the outside—it might be necessary to 
discontinue the use of the back row of lights, and pro- 
vide a quite deep valance of opaque material to com- 
pletely shield the front row of lights that are used. 

Black cotton netting on a wooden roller is used in the 
shaded Edison window shown in the accompanying 
photograph. To be exact, this is black cotton mar- 
quisette 48-28 thread count, used double thick. In a 
demonstration window celanese rayon No. 841 is used. 
This will absorb about 75% of the “spill” light. The 
material is made by Celanese Corporation of America, 
is 48 inches wide and sells for about 75c. per yard. 
Another suitable material is Viscose Rayon. These are 
obtainable at department stores, or can be secured by 
shade and awning makers. 

The screen pictured is on a roller. In a larger win- 
dow, such as fronts the average shoe store, some sort 


Army's Regulations to Combat Sub- 
marine Menace along Atlantic Coast 
Result, for the Present, in Virtual Black- 
out of Window Promotion — Lighting 
Experts, Called in to Help Solve Prob- 
lem, Believe They Are on the Way to 
the Right Answers. Dimout Curtains 


May Be Helpful for Many Windows. 


AFTER—The advertising message in this brightly 
lighted window shows clearly, despite the jact 
that directly behind the glass there is a screen of 
black cotton netting hanging from a wooden roller 
which has reduced the spill light to a point where 
there is virtually no light reflecting on the side- 
walk or being reflected toward the sky. 


of a pull curtain would be more practical. When in 
use the material should hang straight as possible, and 
care must be taken to leave no cracks at ends, corners, 
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The Editor's 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


What Does It Add Up To? 


TWO and two make four—and sometimes if you know 
two things are true you can make up to four in your 
head. 

“Piecing information together, after the manner of a 
jigsaw puzzle,” says Admiral Ernest J. King, Com- 
mander-in-Chief of the United States Fleet, “is common 
military practice which we ourselves carry out to the 
best of our ability. It is not necessary to comple.: the 
jigsaw puzzle in order to obtain vital informatio. but 
only to fit together a key part or parts thereof in order 
to become possessed of important military information.” 

In like manner we in business—part and parcel of 
the war—can do the same thing. Study the various key 
pieces as they are juggled about on the economic 
strategy board in Washington and hope that we can find 
the purpose of the possible path for operation in the 
field of shoes. There are a number of key pieces now 
on the table in front of ‘all of us. Let’s examine them 
carefully in the light of the behavior of the public in 
buying shoes—and the action of the retailer in operat- 
ing his store to serve that war time-customer. 

The first key to the action of the public was put 
on the table six months ago when we entered the war 
officially. The public figured it out in its mind that 
shoes and other wearables and eatables would cost more 
as time went on and so we had a tremendous bulge in 
buying in January and early February. 

The public rose to new heights of emotional buying 
and then came the slow-up. 

Then the public got word one way or another that 
good sole leather was not to be had in the future and as 
a result cash register tills started ringing again. Those 
of the public who had money bought a pair or two 
extra of shoes and figured out that they were wise in 
their own day to have extra shoes in their possession. 
That mood also sagged off. 

Then came that unexpected piece of jigsaw work— 
the Ceiling Law which said that after May 18 goods and 
dollars were the same level price. This was a negative 
piece of news. ; 

Stimulation to buying, however, came in another odd- 
shaped block on the table. Somehow the public learned 
that a system of rationing was going to be put into effect. 
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It was even rumored in Washington that the machinery 
was ready to go into operation on June 1, with the 
possibility of public restriction in the buying of shoes 
to the point of one pair until mid-September. Believe 
it or not, that started many a man, woman and child 
to accumulate and hoard a pair of shoes or two as 
against the time when rationing would be made law. 

But evidently something deflected the path of ration 
regulation. 

So now we have the spectre of inventory control put 
before us. Somehow that rationing system didn’t seem 
to .work out with sugar or with gasoline, particularly 
with gasoline. I think it was Bulwer Lytton who said: 

“The law is a gun which if ‘it misses a pigeon kills a 

crow; if it does not strike the guilty it hits someone else. 

As every crime creates a law, so every law creates a crime.” 
Well, if getting a unit of gas—three gallons—without 
punching a card is evading the law, creating a crime, 
then there are hundreds of thqusands of criminals rid- 
ing the highways. 

So, to make sure that there would not be universal 
violation of rationing law the authorities cut the gas 
supply line feeding into every gas station and the little 
dealer at the pump is beginning to put up a sign “no 
more gas” when he has sold his 50 per cent less supply. 

The pattern is a very interesting one and it now ap- 
pears that a new light is being thrown on our own 
problem of shoe distribution. To police a rationing sys- 
tem would take one investigator to every family in 
America. Goodness knows there are enough checkers 
and snoopers, tattle-tales and letter-writers to make it 
appear that most every body in America is evading and 
avoiding some law some way. Sure it’s all birdseed in 
the light of the only issue before the American people 
today—we must WIN THIS WAR OR WE SHALL 
CEASE TO EXIST AS A NATION. 

But human nature being what it is and merchant 
nature being twice as sharp and smart, the people in- 
the-know want to evolve some sort of a plan so that 
short supplies can be fairly shared. 

It now appears that the inventory control method 
will do the thing so much cleaner and much better than 
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« as advertised in LIFE magazine ) 


a. 


to RETAIL AT 
$585 to $985 
MOST STYLES 


ie! a series of striking, full wi This illustration will 


page, full color ads addressed appeer in Ute, November 9 
issue, featuring Jarman’s new 


to the millions of readers of Life and group of “Million-Aire” styles for 
Esquire, Jarman will feature this Fall a Fall and Winter wear. 
new basic selling theme—‘“Try on a pair of X 
Jarmans today . . . and let the shoe horn be 
the judge.” Jarman retailers, with complete tie-in 
promotions, will measure the success of this ad- 
vertising with increased sales and added profits. 
‘Even today, as proved in a recent survey, four out 
of every five men who buy Jarman Shoes are in- 
fluenced by Jarman’s distinctively different 
national advertising — one reason why so many 
Jarman retailers are selling more 


Jarmans than ever before. 


JARMAN SHOE COMPANY 


A Division of General Shoe Corporation, Nashville, Tennessee 


| ~~ 
TRY ON A PAIR OF JARMANS TODAY (cm LET THE SHOE HORN BE THE JUDGE 





Shoe Store in White 


Eureka White Marble Facade, with Base of White Granite, Forms 


Striking Feature of New Stone Shoe Company East Side Store in 


Cleveland's Busy Shopping Section 


Modern simplicity makes the front of the new Stone Shoe Company store 
outstanding. Wide angle windows allow maximum display space. 


THE Stone Shoe Company, which 
believes in keeping up with the 
times, has moved its East Side store 
to completely new and larger quar- 
ters at 10304 Euclid Avenue. This 
is within a block of the original lo- 
cation at East 105th Street and 
f£uclid where the company main- 
tained the outlet over the past 20 
years. 

The new store is 24 ft. x 159 ft. 
offering more space than the previ- 
ous store. In laying it out, J. Har- 
old Roberts, president and general 
manager of Stone’s, and Frank 
Hauschka, the architect, created an 
extremely modern and efficient store 
where service facilities match the 
appearance. 

The front of the 
white granite base and Eureka 
white marble facade. The display 
windows which flank the entrance 
are fluorescent lighted and feature 


store boasts 


curved glass set in bronze trim 
molding. A special recessed alcove 
in the deep left window will be used 
for dramatizing special footwear 





offerings. Another touch of beauty 
in this window is the square column 
incased in flesh-tinted mirrors. 

The entrance lobby is lighted by 
recessed lineal troughs with flutex 
glass bottoms, and the floor is in 
terrazzo. Finally, the exterior of the 
store is well marked by huge block 
letters which spell out the words, 
“Stone Shoes,” in fluorescent light- 
ing on the upper facade above the 
entrance. 

Interior of the store features 
streamlined, hanging fluorescent 
ceiling lights, cream-colored walls 
and settees, and walnut woodwork. 
Long, leather upholstered settees 
extend down through the center of 
the store and along the right side 
near the front. Individual settees 
rest snugly in niches along the left 
side of the store with circular mir- 
rors above them. Floor mirrors 
are found in niches along the other 
side. Neat, open stock shelving ex- 
tends along both sides within easy 
reach of the sales force. The bag 
and hosiery department is located 
to the front at the immediate left of 
the entrance. Full length mirrors 
cover the center columns of the 
store to add life as well as service 
to the interior scene, already ren- 
dered buoyant and appealing by 
the cream-colored walls, ceiling and 
settees. The floor is covered with 
checked linoleum along the sides 

[TURN TO PAGE 36, PLEASE] 














Right half of the interior of Stone’s new East Side store. This view is 
from the front looking toward the rear. The leather covered fitting benches 
divide the store into two sections. 








For want of some oil WZA2% a machine is down, 





For want of a machine the operator B, is “down”, 


For want of his work production is down, 


For want of production worker and factory income 


aN 


is down ... And all for the want of some oil. 








Regular attention to proper lubrication is an 
important step toward freedom from factory 
tie-ups, more economical operation and vital 
today — protection and conservation of ma- 


CORRECT LUBRICATION 
REPAYS WITH... 


e Reduced wear and breakage 
e More continuous production 
chine parts. 

e Reduced power consumption 


To get the best results from lubrication, make e Smoother running machines 
it a systematic practice —and most important e Better work 

of all, use only specialized industrial lubricants 
especially suited for shoe machinery. 











Ask the “United” representative to help you 
determine the lubricants you need for the 
protection of the machinery in your factory. 


BC TAKE GOOD CARE OF WHAT YOU HAVE 


- Oil is Ammunition! Prop- 
erly used, lubricants will 
help manufacturers get 
the greater production 
and longer wear, so vital 
in these critical times. 
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OTHER PEOPLE’?S 


Salesmanship by Telephone 


Earl Prevette, of Philadelphia, has 
made a remarkable ‘success of tele- 
phone selling by making a careful 
study of all the factors entering into 
conversation over the phone and plan- 
ning his sales talks accordingly. He 
has recently revealed his methods in 
a book called “How to Sell by Tele- 
phone.” 

A failure as a lawyer, Prevette an- 
swered a want ad to “sell by phone.” 
He spent a day and a night in writing 
his sales talk. He studied every word 
to make it convincing and arresting. 
Then he memorized it, rehearsed his 
telephone manner, and his commis- 
sion in. six months was in the thou- 
sands. 

Then he began to sell life insurance 
—with a 200 word sales message that 
took 90 seconds to repeat. 

Here are a few of his tips: No one 
should bluff over the wire. Salesmen 
should be sincere. Build up a sales 
plan which is fool-proof and air-tight. 


Learn as much about the business, 
homes and backgrounds of your pros- 
pects as possible. 
tional tone; don’t try to carry out a 
whole sales plan in one breath. Make 
the person contacted, talk about him- 
self (or herself), to make him (or 
her) feel important. Listen to what 
he or she says, because that will 
please the “other person.” Agree with 
him even if he says something you 
don’t like. By all means avoid an 
argument and approach everyone with 
humbleness and kindness — and hu- 
mor. A prospect will shy away from 
a jittery or rundown salesman. 

Here are some good sound ideas for 
shoe retailers who want to go into the 
field of telephone selling—either to 
find new customers or follow up old 
customers periodically. Don’t just 
give your salesmen a list of names to 
call. See that he really has some- 
thing to say. Otherwise he will do 
your store more harm than good. 





July—Hot Weather and Vacations 


July is the month of playtime with leisure footwear for week- 
ends and vacations. Cool, comfortable footwear will be in de- 
mand for town wear and the Fourth will demand a special pro- 
motion. Remember, no matter how hot the weather, shoppers 
won't miss a bargain so have a hot weather special on the fire. 
Clearances usually close up the month, but remember that cus- 
tomers get bored after a few weeks of sale advertising so “spice 
your sale ads with tempting morsels." 











Use a conversa: 


A Suggestion from Another 
Field 


We recently purchaced some sup- 
plies from one of the largest station- 
ery stores here in New York. When 
we arrived home and unwrapped the 
package, we happened to glance at 
the sales slip. The salesman’s name 
was stamped on the slip as an aid to 
the customer in finding the right 
salesman in case of return. Also, 
printed in large red letters, the fol- 
lowing message was at. the bottom of 
the slip: 

RETURN $10.00 OF THESE CASH 
SALE BILLS AND RECEIVE 50c IN 
MERCHANDISE 


Now, many customers may never 
get around to taking advantage of an 
offer of this kind, but we will usually 
save the sales slip—just in case. And 
what an advantage to the store in 
case the customer ever has reason to 
return the merchandise—he’s pretty 
sure to have saved the sales slip in the 
top drawer of his desk or bureau. 


* + 


A Saving in Rubber and 
Delivery Expenses 

In a campaign for customers to 
carry their packages, the George B. 
Hess stores of Baltimore have adopted 
the slogan: “WE SET THE PACE 
IN SHOES—YOU SET THE PACE 
IN CARRYING SMALL PACK- 
AGES.” In addition, signs through- 
out the stores request the timely co- 
operation of all customers. 

“Tt’s having a wide effect,” states 
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IDEAS 


George Hess. “We have been able 
to cut down to one delivery per day 
and for outlying sections, we use the 
parcel post.” 
= 7 * 
“Shoes are in the NEWS, 
Today!” 

“Put newspaper clippings relative 
to the shoe business in your winddéw 
displays,” advise several Kansas City 
retailers who have adopted this policy 
as part of their Spring and Summer 
selling campaigns. 

The shoe stores that have already 
adopted this idea have found that 
their customers when reading their 
papers at home, miss many of the 
articles and news items on shoes dur- 
ing these times when the papers are 
laying so much stress on war bul- 
letins. 

Usually, the clippings are fastened 
to the window glass at eye level by 
scotch tape. Those claimed to receive 
high reader interest are the ones 
which discuss the amount of leather 
needed by our own armed forces and 
the allies, and those pertaining to 
“rules and regulations” on how to get 
a perfect fit and the most comfort 
out of shoes. 

When a large number of shoe items 
on the same subject have been 
gathered .they might well be set up 
on a three by four foot billboard to 
be placed in a corner of the window 
display or in a prominent spot in the 
store. They are all useful, in times 
like these, to convince the customer 
of the economy to be had in the buy- 
ing of quality shoes. 

2: <@ 


Wanna Draw a Crowd? 

Here’s one way—as used in the 
Bond Clothing Store, 42nd Street, 
New York City. 

A complete one-man shoe building 
department was‘ recently set up in one 
of the store’s main windows. A fac- 
tory man sat at his bench making the 
same type of shoes that were actually 
sold in the store’s shoe department. 
Scattered around him were all the 
tools of his trade as well as many 
pairs of shoes in various stages of 
construction and models of finished 
styles. Charts on each side also il- 
lustrated different construction stages. 
It’s hard to say how much the whole 
promotion cost but it was surely pay- 
ing off in rapid order if the size of the 
crowd outside the window was any 
barometer. 

* @€ « 
Could It Happen in Your 
Store? 

An old time retailer in a suburb of 
the city was telling us a story about 
one of his ex-salesmen. 

It seems that one of the store’s best 
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customers always used to like to trade 
with this particular salesman. He 
knew her size, last type, could accu- 
rately judge her style and color pref- 
erences, and could fit her accurately 
and promptly. But all of a sudden 
he developed a trait known as the 
“excuse me” habit. While waiting on 
the customer, he invariably wanted to 
be “excused”—once or twice, some- 
times more often. Sometimes it was 
the telephone, another customer, to 
check on a past sales slip, a caller on 
personal business. After a while this 
salesman “excused” himself out of the 
store’s best customer, and we are 
sorry to say, very shortly out of his 
job. 

Mora: Concentrate on the job. A 
customer in hand is worth two in the 


rush! 
* * «& 


Hidden Losses 


Slow Accounts Increase Bookkeeping 
and Collection Costs 

(1) Money owed you by charge 
customers doesn’t just come in with- 
out costing you any money. There is 
money for stationery, printing, post- 
age, labor and general overhead. 

(2) The longer an account is over- 
due the more it costs to collect it. 

(3) The expense costs of collect- 
ing very slow accounts wipe out all 
profit on the transaction. Six months 
overdue accounts sometimes costs 50 
per cent of the amount of the bill to 
collect. 

(4) Most of this is unnecessary be- 
cause slow account will no longer be 
slow if they know they have to pay 
bills in say 30 days. (Condensed from 
Household Finance Corp. booklet.) 

. * * 


Pretty as a Picture 


In the center of each window of 
a beautiful Fifth Avenue, New York 
City, shoe store are suspended large 


picture frames. One is painted red, 
another gold, and so on. Shoes are 
suspended in each frame and stand 
out like a painting in relief against 
the background and floor covering of 
rich, dark blue cloth. 


Sell Starters for July 


Ad phrases that may help you move 
shoes from your shelves to consum- 
ers’ closets and cash into your regis- 
ters. 

“Holidays Ahead” 

“Specials for the Fourth.” 

“Values—Hot as a Firecracker” 

“Visit Us First for the Fourth” 

“Short Cuts to July Savings” 

“After-the-Fourth Clearance” 

“More Fun if You Have the Right 
Shoes” 

“Go ‘Fourth’ Dressed for Pleasure” 

Seen Out with the Right Shoes” 

“Flat White on Foot for Summer” 

“Just for Fun” 

“Remember — Vacations Start with 
the Fourth” 

“The Hottest Sale in Town” 

“Cool Footwear for Town Wear” 

“Eight Week-Ends of Fun Ahead” 

“For Men at Play” 

“Everything Goes after the Fourth” 

“Remember . . . the Hot Weather 
has Just Begun” 

“One Pair Today May be Worth 
Two Tomorrow” 

“Enjoy Your Leisure While You 
Can” 

“Pre-Inventory Clearance” 

* * * 
“Where Shoes Are Fitted— 
Not Merely Sold” 


The following letter is sent out to 
their mailing list of men customers by 
the Ross-Harris Shoe Store, retailers 
of correct shoes for men and women, 
at 22 West 46th Street, New York 
City. Partner John Harris reports 
excellent response. 





The “ 


your last purchase. 


tinue to number you among our friends. 
With kindest regards, we remain 





It is always a pleasure to meet a new friend—but far greater pleasure to retain 
an old one. 
You visited us here some time ago. We have every reason to feel that you were 
greeted cordially, your needs carefully analyzed, fitted correctly, and that we parted 
the best of friends. 


personalized services” for which our shop is known has endeared us to many 
thousands, as evidenced by the many recommendations that we receive daily. 
However, we do not take ourselves THAT seriously, that we believe ourselves to 
be infallible, and to bear this out—bearing in mind always the welfare of our pa- 
trons—a card, such as the one enclosed,.was forwarded to you about 10 days after 


Our records do not show that you found it necessary to have any adjustment made. 
Evidently, our service met with your satisfaction. We are, therefore, somewhat mys- 
tified by the fact that it has been a long while since your last visit and wondering 
whether anything has occurred to change your attitude. 

If you have found reason for complaint, regardless of the TIME since you made 
your last purchase, WE STAND READY TO GIVE YOU EVERY CONSIDERA- 
. TION and make a satisfactory adjustment. 

We look forward with keen anticipation to serving you again shortly, and to con- 


Sincerely at your service, 





Ross-Harris, Inc. 








A NEW Nunn-Bush shoe store was opened recently in 
Columbus, Ohio. Manager Harry Todd planned it not 
only with an eye to using the minimum of scarce defense 
materials, he felt it was also important, in these days 
of high tension, to make his store as inviting and restful 
as possible. 

In the first place, he achieved a pleasant, relaxing 
effect by doing away with all sharp angles. Walls, 
windows and display cases are curved. And he paid 
very careful attention to the minor lighting problems 
as well as to his major fluorescent units. Many small 
indirect units are placed at strategic spots in the store 
and windows, to eliminate shadows and point up his 
displays. The small lights also help in spreading a 
comfortable, diffused brightness without glare. 

Mr. Todd’s color scheme is restful, too. The white 
oak paneling is trimmed with a brick-red molding. The 
shoe boxes are buff trimmed in brick red, and the 
carpet is a figured mouse color and red. The twenty- 
four chairs have white oak frames with green needle- 
point upholstery. 

His sales room measures about 20x187 feet, with a 
good-sized store room behind. At the rear of the main 
room, the sections are angled to give a curved effect, 


26 


The modern curved symmetry of this new store, coupled 

with fluorescent lighting, ptovides an attractive inte- 

rior, well-lighted for showing of merchandise. The ex- 

truding bulkheads, fitted with cleverly arranged display 
cases, allow ample group showings. 


with the doorway to the store room directly in the 
center. Three additional sections are placed a few feet 
beyond the doorway. These hide the store room and 
give the effect of an apparently unbroken curve at the 
rear of the main room. Thus, he has a total of 29 
visible sections, each section eighteen boxes high and 

five boxes wide. 
The white oak charging desk at the rear is also 
[TURN TO PAGE 30, PLEASE] 


In Planning His New Store, Harry Todd, Mana- 


ger of the Nunn-Bush Shoe Store in Columbus, 


Ohio, Saw to It That It Was Easy for the Cus- 
tomer to Stop—and to Shop. Restful Pleasant 


Surroundings Were the Result. 
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In accord with the nation-wide 
program for greater industrial 
efficiency and conservation of 
materials, the individually 
branded “Union” and ‘‘Carbo- 
rundum”” lines of coated abra- 
sives are now manufactured un- 
der a single brand name, com- 
bining both names and elimin- 
ating duplicate stocks. — 


“Union and Carborundum” 
Brand is the new name of 
coated abrasives sold by 
the United Shoe Machinery 
Corporation. 

Combining the brand names 
“Union” and “‘Carborundum” 
brings together into a single 
designation the separate brands 
by which coated abrasives made 
by the Carborundum Company 
have been known within the 
the shoe industry and its allied 
trade. 


No changes have been made in 
the quality of the material itself 
or in the types available. The 
United Shoe Machinery Corp- 
oration continues to offer you a 
line of coated abrasives made 
by the Carborundum Company 
in accordance with its highest 
manufacturing standards, know- 
ing that uniform materials help 
produce uniform results. 


SHOE MACHINERY CORPO 
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EARNINGS GROW UNDER 
HEALTH SPOT SHOE SHOP 
PROFIT-SHARING PLAN 


Mr. George E. Block 
Manager 


HEALTH SPOT SHOE SHOP 
+ 262 N. Broad St. 
ELIZABETH, N. J. 


Men who have been in the retail 
shoe field for years without the 
proper salary advancements, 
quickly recognize that there is 
no limit to what they can earn 
under the Health Spot Shoe 
Shop plan. 

The Health Spot Shoe Shop 
operator strives to build up the 


- store’s volume because he knows 


that a liberal share of the 
profits he creates will go to him. 
Under this unique plan where- 
by the operator receives a week- 
ly salary PLUS a liberal share 
of the profits, it is easy to build 
up the business because the 
operator’s enthusiasm and satis- 
faction is communicated to cus- 
tomers. 

As the business continues to 
grow, the operator’s earnings 
continue to increase. 

Mr. Block is one of many suc- 
cessful Health Spot Shoe Shop 
operators all over the country. 
Month after month as he in- 
creases the store’s volume, he 
also boosts his income. 


NO INVESTMENT REQUIRED! 
Another unique advantage of 
the Health Spot Shoe Shop plan 
is that no investment is re- 
quired. 

Ask for application blank today 
if this profit-sharing plan ap- 
peals to you. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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What’s Happened to Rubber? 


[CONTINUED FROM PAGE 15] 


made in Germany, Russia and other 
countries. Production figures are not 
available. 

More of the same story: the United 
States was the world’s greatest con- 
sumer of rubber. In 1940, of the total 
supply grown, 1,390,661 long tons, we 
imported 818,242 long tons. We got 
it as follows: 

Malayas, 421,099 long tons, or 51.4 
per cent. 

Netherlands East Indies, 287,624 
long tons, or 35.1 per cent. 

Ceylon, 55,001 long tons, or 6.8 per 
cent. 

Other East Indian sources, 36,144 
long tons, or 4.5 per cent. 

Latin America, 11,061 long tons, or 
1.3 per cent. 

Africa, 7,313 long tons, or 0.9 per 
cent. 

Rubber is slow growing. It grows 
slower than wars are won. Sir Henry 
Wickham got his 70,000 seeds in 1876, 
but the Far East produced only 2879 
long tons in 1906. In that year, the 
Amazon valley produced 34,274 long 
tons and Africa produced 20,539 long 
tons. In that year, too, Mexico pro- 
duced 1624 tons of rubber from gua- 
yule. 

Production of Far Eastern rubber 
rose steadily. With few fluctuations 
eaused by price drops; production rose 
te 10,979 long tons in 1910; 116,370 in 
1915; 305,106 in 1920; 488,825 in 
1925; and 802,082 in 1930. More than 
1,000,000 long tons were produced in 
1934. 

The Amazon Valley produced 41,619 
long tons in 1912 and never produced 
that much again. Production dropped 
down to 6420 tons in 1932—a year that 
the Far East gave the world 700,000 
tons. Price fixing and world depres- 
sion had much to do with it, of course, 
but whatever the cause, those were 
the figures. 

African production went up and 
down over the years, never topping the 
1906 figure and falling to 1751 long 
tons in 1932. 

Guayule production fluctuated be- 
tween 9542 long tons in 1910 to almost 
nothing in 1931, 32 and 33. 

Look at your map; mark Malaya, the 
Dutch East Indies, Java and the other 
Middle Eastern lands where the tem- 
perature ranges from 70 to 90 degrees 
and there is 100 inches of rainfall each 
year. Look at the map and see what 
happened when the Japs took Malaya 
and Borneo: almost 90 per cent of our 
rubber was cut off. See what happened 
when Jap activity menaced shipping 
from Ceylon: another 6 per cent was 
endangered. 

Look at the figures and note the fact 
that the Amazon, Mexico and Africa, 
each in its best year, never produced 
more than a total of 75,000 long tons. 


Take the fact that 30 years elapsed 
between the time the first 70,000 Hevea 
tree seeds left Brazil and the time that 
more than 100,000 long tons of rubber 
was produced in the Middle East. Take 
the fact that experts say it will take 
years to increase radically the amount 
of guayule rubber. Take the fact that 
other experts say it will take years to 
turn out an appreciable amount of 
synthetic rubber in factories we haven’t 
yet finished building. Take all those 
facts, add them together and what’s 
the total in terms of rubber soles, rainy 
day overshoes, arctics and galoshes? So 
far rubber footwear has fared better 
than new tires for the family fiivver. 
But clearly the situation calls for con- 
servation all along the line. 


Drastic Cut in 
Retail Deliveries 


Kansas City, Mo.—It is the opinion 
of most Kansas City stores that de- 
livery by shoe retailers has been cut 
much more than the asked for 25 per 
cent. Most of the department store 
sections have adopted their store-wide 
policy of making no delivery on pur- 
chases under $2.00 and making only 
one delivery a day on purchases made 
early enough the preceding day to allow 
routing a day in advance. 

All stores are using large cards ad- 
vising customers to take their purchases 
with them, and clerks no longer ask: 
“Shall we send it out or will you take 
it with you?” Practically ali special 
deliveries have been eliminated. 

A large number of the individual 
shoe stores that formerly had contracts 
with various co-operative types of de- 
livery service have now discontinued 
this service and use parcel-post in in- 
stances where delivery is absolutely 
necessary. This cost in the city are 
is usually ten or fifteen cents. ; 


Unite to Hold Stamp Sales | 


SAN FRANcIsco, CaL.—On July Ist 
all retail merchants of San Francisco 
will suspend regular business between 
12 and 12:15, and this period will be 
devoted exclusively to the sale of war 
stamps. Mayor Rossi, in his proclama- 
tion, said “no cash register in this city 
shall ring for any other purpose” than 
the sale of United States war saving 
stamps. This event will mark the start 
of “Retailers for Victory Month” dur- 
ing which merchants will redouble 
their contribution to America’s war 
effort. 

Many stores maintain permanent 
booths for the sale of war bonds and 
stamps, while Magnin’s maintains a 
Victory Window in which some celebri- 
ty appears each morning to speak or 
sing. 
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Hosiery Style News 
[CONTINUED FROM PAGE 17] 


stockings are 62 per cent wool, 33 per 
cent acetate rayon and 5 per cent cot- 
ton used for the feet only. The colors, 
good for uniforms and Fall coat and 
suit colors, are Camel, Fawn, Gunmetal 
and Buck. The spun rayon, which re- 
sembles wool to a considerable degree, 
is in their classic fine rib and comes in 
Saddle and Sundown. 

Roman Stripe offer “Allied Colors” 
for Fall. . . . Cossack Gold, Commando 
Beige and Coolie Copper. A fourth is 
offered in “White for Women in 
White.” Cossack Gold is suggested to 
wear with Bluejacket, Town Brown, 
Kona Red, Turftan and black leathers; 
Commando Beige for leathers in Kona 
Red, Bluejacket, Town Brown and 
black; Coolie Copper with leathers in 
Golden Tobacco, Town Brown and 
Turftan. Roman Stripe stockings are 
in 65, 75, 100 and 150 deniers. Volume 
is expected to be in 75 and 100 deniers. 
Cotton reinforcement is used all feet; 
in the welt of some. “Ray-grain” is 
the name given these stockings because 
of their unusual combination of twist 
and finish which makes them look and 
wear unusually well, according to the 
makers. “Ray-grain” is the successor 
to this company’s famous “Rograin” 
silk hosiery. 

Berkshire offers four colors for Fall, 
as yet unnamed. Tones have been 
chosen without too much depth because 
the heavier weight of the stockings 
would make them too heavy looking, ac- 
cording to Rachel Smith, style author- 
ity for the company. The four tones 
she describes as a skin beige, a brown 
beige, a rosy tone and a copper tone. 


Show Pre-Fall Styles 


Detroir, Micu. — Pre-Fall showing 
of styles was held at the Hotel Statler 
by 38 Michigan travelers, under aus- 
pices of the Michigan Shoe Travelers’ 
Club. 

Study of lines exhibited showed a 
notable predominance of brown shades 
in all lines. This was especially true 
in men’s lines, where there were a 
number of brown and white combina- 
tions in evidence. Wing tips were in 
demand, as were half-double soles. One 
major trend was the appearance of 
military type shoes for civilian use as 
a definite growing movement. 

Spectator-type shoes led in women’s 
lines, with play shoes still big. Novel- 
ties, of course, were very heavy in view 
of the buying season. White and brown 
again predominated in spectator shoes, 
with a patent and white combination 
following in popularity. 

In children’s shoe lines, staples were 
definitely leading, with considerable de- 
mand for military boots, as far as 
stocks remain available. 

The Annual Fall Shoe Show will be 
held for a full three days, July 6-7-8, 
according to S. 8S. Weiss, vice-president 
of the Club. Plans are being made 
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UNCLE SAM CALLED US EARLY 
that’s why we’re ready for 


YOU, TOO. 


Two years ago Curtis “trimmed 
ship” for Navy shoe production. Since 
that time we have increased our pro- 
duction capacity, month by month, 
far beyond our normal civilian shoe 
output, with perfect timing — so that 
Curtis retailers are assured of ade- 
quate stocks of the famous Curtis 
Burly-Flex 


popular patterns — in ample time for 


Brogues- — and other 


early seasonal promotion. 


Curtis Burly-Flex is America’s 
smartest brogue, combining masculine, 
“heavy to the eye” appearance with 
“light on the foot” comfort, and 


definitely longer wear. 


MARLBORO 
MASSACHUSETTS 





now for an even fuller representation, 
while special refreshments and enter- 
tainment will be part of the attraction. 


New Shopping Hours 


SEATTLE, WaSH.—New shoe shopping 
hours, new opening and closing times 
of shoe stores and department stores 
and traffic tide controls have been 
placed in effect here to meet the trans- 
portation “bottleneck” problem and 
provide for defense and war workers 
now taking jobs at the shipyards, the 
aircraft factory and the industrial 
plants manufacturing war materials. 
Store hours start at ten or ten-thirty 
now to remain open to six or later in 


order to allow for the transportation 
of defense workers. Seattle population 
has jumped from 365,000 at the last 
census to a round half-million people, 
due to the tremendous influx of war- 
workers. 


New Men’s Store Opens 

BREMERTON, WASH.—Gorden’s, men’s 
shoe store and haberdashery, opened 
recently at 606 Fourth Street. A large 
selection of men’s shoes in latest styles 
has been stocked. Gordon Copeland, 
formerly of Spokane, but more recently 
of Grand Coulee Dam, where he oper- 
ated a men’s store for the past several 
years, is proprietor. 





Well Displayed is Half Sold 


HE right Fairy Forms in your style leaders 
will do more to keep shoe sales humming than 
any amount of verbal selling. Women’s forms in 
Plain Toe, Tu-Toe or Twinkle Toe effects are avail- 
able in a wide range of plain and pearlescent colors. 


Write for catalog. 


SHOE FORM CO., INC. AUBURN, N. Y. 
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Designed for Ease 
In Shopping 


[CONTINUED FROM PAGE 26] 


curved, with space on top for a hosiery 
display. Four large, well-lighted dis- 
play cases are set above cabinets with 
drawers for hosiery and other stock. 
There are shelves for open hosiery piles. 
Mirrors and indirect lighting above the 
hosiery display call’ attention to the 
hose, and make the colorful piles a 
part of the room’s decorative scheme. 

Next to the cabinets are set-in, slant- 
ed mirrors, with indirect lighting to 
spotlight the shoes the customer is 
trying on. 

A double row of fluorescent lights 
runs the length of the ceiling. They 
are so wired that on bright days only 
the alternate sections are lighted, thus 
saving half the current. Temporary 
radiators heat the store, until the air 
conditioning system can be installed. 

Mr. Todd gave special thought to 
planning his windows. They are ir- 
regular in size with a black glass base, 
the broader window at the left. The 
passageway curves back toward the 
left, leading the window-shopper to- 
ward the glass front and door which 
give a clear and inviting view of the 
room within. 

As one customer said to Mr. Todd, 
“When I step in off the street to look 
at the window displays, there doesn’t 
seem to be a thing to keep me from 
coming right on into the store!” 

Walls are white oak, with a red vel- 
vet panel in the center as a background 
for display cards. The floor covering 
is white cloth with a red border. Mr. 
Todd has two sets of removable floor 
boards, so he can tack on new carpeting 
back in his. workroom, and thus make 
quick window changes. 

Almost all his display shoes are on 
the floor or on small white oak tables. 
He feels this makes a better grouping 
of shoes—too many separate fixtures 
give a confused, spotty appearance to 
the window. The tables have removable 


| tops so that new coverings can be easily 
| tacked on them in the work room. 


Small lighting units under the tables 


| didpel. shadows. 


He is using a good trick on the shoes 
displayed on a flat surface. A playing 
domino, placed on its side, serves as a 


| heel rest. Because the domino is black 
| it is practically invisible, yet it gives 
| just enough height to eliminate toe 
|. spread. 


Mr. Todd formerly managed the shoe 
department in the Bond Clothing Co. 
in Columbus. Mrs. Todd serves as his 
bookkeeper, and handles credit records. 


John J. Hickey 


LYNN, Mass—John J. Hickey, who 
sold Sorosis shoes fer A. E. Little & 


| Co., died recently. He is survived by 
| three brothers and two sisters. 
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N.S.R.A. Committee Studies Inventory Curb 


Formulates Objections to First Draft of Proposed WPB Con- 
trol Order and Suggests Alternatives 


New YorK—A special committee rep- 
resenting the National Shoe Retailers’ 
Association has made a careful analysis 
of the proposed first draft of the in- 
ventory control plan, which was recent- 
ly under consideration by the War 
Production Board and to which quite 
a number of objections were raised by 
various retail associations. A summary 
of the first draft appeared in Boor AND 
SHOE REcoRDER of May 30th, page 30, 
also in daily newspapers. 

The N.S.R.A. Committee that has 
been studying the proposed plan for 
inventory control consists of Harold 
Volk, president of the association; 
David Hirschler, treasurer; Owen Metz- 
ger, chairman of the legislative com- 
mittee, and Executive Vice-President 
L. E. Langston. This committee has 
been holding conferences with repre- 
sentatives of other retail groups for 
the purpose of working out a formula 
that will express the viewpoint of re- 
tailers in general on the subject of in- 
ventory, which in turn can be offered 
to the War Production Board as a basis 
for further discussion before final ac- 
tion is taken. 

Questioned regarding the conclusions 
reached by the committee as a result of 
ts study, Mr. Volk made it clear that 
the association is not recommending 
any plan of inventory control, but said 
that inasmuch as the subject has been 
under discussion in Washington, the 
ommittee felt that if such a plan is 
to be put into operation, it should meet 
the following objections to the first 

raft: 

“1. It is an unnecessary hardship on 
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certain types of business to establish 
a plan based on same rate of turnover 
for all. 

“2. It is not equitable to penalize 
merchants distant from their resources 
by adding transportation costs to in- 
ventory values. 

“3. Allowances should be made for 
differences in inventory requirements 
due to difference in season of the year 
in various parts of the country. 

“4. Allowance should be made for 
necessity for peaks in inventory caused 
by seasonable requirements. 

“5. We suggest January Ist as earli- 
est practicable effective date.” 

The committee also suggested that 
“since footwear is considered one of the 
necessities of life and the restrictions 
already existing on shoe materials will 
automatically reduce inventories, a sim- 
lified method of control should accom- 
plish the desired result. 

“We therefore suggest that the above 
listed objections can be remedied and 
the desired results accomplished by 
basing each merchant’s inventory di- 
rectly on his own monthly inventory 
during 1940. This could be adjusted 
either up or down by regulating the 
percentage of that 1940 inventory al- 
lowable in 1942. This simple procedure 
would eliminate the inequalities due to 
varying rates of turnover, transporta- 
tion differentials, seasonal differences 
and inventory peak requirements. It 
would furthermore provide a method 
easily understandable to all merchants 
and would permit more positive con- 
trol.” 


SATURDAY® 
JUNE 13, 1942 « 


April Shoe Production Up 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS. OTHER THAN RUBBER 
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WASHINGTON, D. C.— Production of 
boots, shoes and slippers, other than 
rubber, amounted to 45,266,292 pairs in 
April, according to a monthly release 
from the Department of Commerce, 
Bureau of the Census. This represented 
an incréase of 0.4 per cent over March 
production of 45,105,652 pairs, and an 
increase of 4.1 per cent over production 
in April 1941 of 43,481,741 pairs. Pro- 
duction for the period January through 
April came to 170,205,725 pairs, 4.7 per 
cent higher than the figure for the 
same period in 1941. 

Production of government shoes, both 
dress and work type, made great strides 
in April, reaching a total of 3,758,218 
Pairs, compared with 2,953,962 pairs in 
March and 1,251,535 pairs in April 
1941. Production for the first four 
months of this year in this classifica- 
tion amounted to 11,271,245 pairs, 142.9 
per cent higher than the total for these 
four months in 1941. 

[TURN TO PAGE 35, PLEASE] 


31 





Volk Appointed to Lead Bond Campaign 





Issues Appeal to All Shoe Retailers on Behalf of Pay Roll 
Deductions and Bond Sales to Customers, Following 
Appointment as Shoe Industry Chairman 


New York—Following his appoint- 
ment by Major Benjamin H. Namm, 
Chairman of the Retail Advisory Com- 
mittee to the United States Treasury, 
as chairman of a committee to promote 
the nation-wide sale of bonds and 
stamps in the shoe industry, President 
Harold Volk, of the National Shoe Re- 
tailers’ Assocation, this week addressed 
the following appeal in the form of a 
letter to all shoe retailers, urging them 
to enlist their employees under the pay- 
roll deduction plan and to assist in pro- 
moting the sale of war bonds and 
stamps to their own customers: 

“Major Benjamin Namm, Chairman 
of the Retail Advisory Committee to 
the U. S. Treasury, has appointed me 
as chairman of a committee to promote 
the nation-wide sale of War Bonds and 
Stamps in the shoe industry. Our com- 
mittee wishes to recommend to all shoe 
retailers two principal methods by 
which to accomplish the desired results. 

“The first method is for each store 
to organize the sale to its own person- 
nel of bonds and stamps by means of 
payroll deductions. It is felt that with 
the proper degree of loyal effort, the 
majority of shoe stores will be able to 
qualify 100 per cent of their employees 
on a regular salary allotment plan. The 
Committee has suggested that the 
average deduction for this purpose 
should be 10 per cent. It is recognized 
that store managements will necessarily 
permit lesser deductions in individual 
cases where conditions warrant, and it 
is hoped that there will be a sufficient 
number, particularly in the larger in- 
come brackets, whose allotments can be 
more than 10 per cent in order to bring 
the average for the store up to this 
figure. 

“In order to give proper recognition 
to those stores that reach the goal of 
100 per cent employee participation, 
the National Shoe Retailers’ Associa- 
tion will award a Certificate of Compli- 
ance. Stores having reached this goal 
should immediately make application 
for their certificates to the office of the 
National Shoe Retailers’ Association, 
274 Madison Avenue, New York, N. Y. 

“The second method involves the sale 
of bonds and stamps through the retail 
stores, to the buying public. It is sug- 
gested that the shoe merchants in each 
town and city should meet together, 
select their own local chairmen, and 
organize their efforts for their particu- 
lar communities. The head of each 
store should consider himself obligated 
to initiate his own plans, and aid in the 
organization of the local committee. 
These local committees will know best 
how to accomplish the desired results 
in the most efficient manner. 
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HAROLD VOLK 
Chairman of Committee te Promote War 
Bond Sales in Shoe Industry 


“We wish to point out that two essen- 
tials to the accomplishment of the best 
results will be the preparation of effec- 
tive publicity, and the direction of the 
efforts of the salesmen in each indi- 
vidual store. Each store should organ- 
ize its own sales force through the offer- 
ing of appropriate inducement for sales 
achievements, the preparation of com- 
petitive sales plans, and other similar 
ideas. ° 

“The immediate goal of this cam- 
paign is the achievement of the highest 
possible volume of sales of War Bonds 
and Stamps during the month of July. 
The Treasury’s Retail Committee has 
set as a quota for retail stores 4 per 
cent of the July, 1941, net retail sales 
of each store. In order that we may 
get off to the best possible start, it. is 
essential that each local committee pro- 
ceed without delay to prepare its plans 
for a dramatic opening of this cam- 
paign on July Ist. 

“We feel that pride in our industry 
will be additional incentive toward 
fullest co-operation from all shoe re- 
tailers. Let’s do the job!” 

Mr. Volk spent several days in New 
York early this week planning the or- 
ganization and laying out the campaign 
for war bond and stamp sales in the 
shoe industry, also participating in con- 
ferences with other trade groups on the 
subject of the inventory control plan 
announced recently by the War Pro- 
duction Board. 


Display Problems 
Raised by Dimout 
[CONTINUED FROM PAGE 19] 


top, or bottom of the curtain. “Fram- 
ing” the glass with opaque material or 
paint before installing the curtain will 
overcome this difficulty. The curtain 
must be pulled back in the daytime to 
permit seeing into the window. The 
idea as used by Consolidated Edison 
has the approval of the local Police 
Precinct Captain, the O.C.D., Mayor’s 
Committee of Four, and Army cfficers 
said it looked as though the display 
men were on the right track. At least 
the windows are lighted nightly. 

RECORDER suggests that local tests of 
these materials (or others suitable to 
the purpose which are locally available) 
be made with the assistance of the local 
light company, using their light meter. 
There are doubtless other ways of 
meeting the requirements of the Army’s 
dimout regulations with windows that 
will provide a reasonable measure of 
merchandise visibility, and from pres- 
ent indications retailers, display men 
and lighting experts will have an abun- 
dance of time in which to test them. 
For the dimout gives promise of being 
a permanent institution in the areas 
affected until the war ends or at least 
until the submarine menace is effec- 
tually driven from American territorial 
waters. 


50 Years in the Shoe Business 


Yorx, Pa.—John Shive, senior mem- 
ber of the firm operating the John Shive 
Shoe Store, at 348 West Market Street, 
and one of York’s veteran shoe men, 
is receiving the congratulations of his 
friends on the 50th anniversary of his 
entrance into the retail shoe business. 
Mr. Shive, who is in his 75th year, 
started his career as a dealer in boots 
and shoes in the late Spring of 1892.in 
the same store room now occupied by 
the establishment. While ill health has 
prevented his active participation in 
the business for several years, he con- 
tinues to serve the firm in an advisory 
capacity. 


Stress Fit in Ad 


CuicaGco, ILt.—Marshall Field & Co. 
recently ran a timely advertisement on 
children’s Summer shoes, devoting the 
entire space to promotion of “Barefoot 
Comfort in Sandals that Fit.” With 
the time for promotion of school shoes 
ended, parents are urged to “Insure 
your child’s Summer foot-health and 
foot-freedom with a pair of our famous 
Field Tramper barefoot sandals. They 
are made over a special sandal last that 
really fits and hugs the arch.” The 
advertisement also featured the fact 
that all Field shoes are scientifically 
made and fitted; and a series of dia- 
grams shows the proper fitting pro- 
cedure. 
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Brands Endorsed at 


Advertising Club Meeting 

Boston, Mass. — Milton M. Gair, 
owner and manager of a clothing store 
in Redlands, Cal., and self-appointed 
apostle of the advertising profession, 
recently told members and guests of the 
Boston Advertising Club that he con- 
siders nationally branded merchandise 
a far better bet than private brands. 
“The health of the capital structure of 
those manufacturers who have backed 
up a good product by consistent na- 
tional advertising and a suggested 
resale price that is competitive yet per- 
mits their outlets a fair profit,” he said, 
“has always been better than that of 
those makers who have not chosen that 
management policy.” Bostonian shoes, 
Sunkist oranges, Stetson hats and 
Arrow shirts were included by the 
speaker in a list of examples of the 
success of this policy. 


Mr. Gair made it clear that he was 
not unalterably opposed to the private 
brand method of merchandising. “Any 
retailer,” he said, “has the right to 
promote the sale of his own private 
label as long as he does not hit the 
label investment of others below the 
belt in his advertising and his point 
of sales talk and as long as he pays 
his sources of supply a fair profit and 
does not insist on inside prices.” 

Mr. Gair opposed the loss-leader 
method of doing business and criticized 
the use of this method by large mass 
distributors. “Any commodity,” he said, 
“is actually loss-leadered if it does not 
bear its fair share of overhead. Cost 
cutters are. constructive thinkers; profit 
cutters are destructive thinkers.” 

Racial discrimination was deplored 
by the speaker who stressed that “re- 
tailers and manufacturers have an obli- 
gation to educate Americans to permit 


democracy to work seven days a week. 
Democracy can work behind the sales 
counter by treating all races, colors 
and creeds with courtesy.” 


Julian & Kokenge 
“Roll Back” Prices 


CoLumsBus, On10—In keeping with 
the spirit of the General Maximum 
Price Regulation, The Julian & Ko- 
kenge Company have rolled back their 
prices to the level of October, 1941. 
All shoes sold and delivered subsequent 
to May 11 will be billed according to 
this price schedule. 

Foot Savers will continue to retail 
at $9.95 to $13.95 as before and the 
retail price range of Dr. Locke Shoes 
will be $10 to $13.95. 


This handy 


STOCK RECORD BOOK 


— and forms — 


for keeping an accurate selling and inven- 


tory “picture” of each width and size of each 
_ stock or style number consists of: 


Black Cloth binder—11%” x 13%” 


$2.50 


100 Daily Sales and Stock Sheets, (Form 7100) 


and 1 Comparison Form 7105 
2 Inventory Pads (100 sheets) 2106 


2 Buying Order Pads (50 sheets) 2107 
(or 4 of each, as preferred) 


(West of Denver) 


2.50 
0.50 
0.50 
$6.00 
$6.50 


(Sample sheets with guide for use sent on request) 





@—----- = 


Sales Record Slips: Form D 


Per Pad (100 Slips) 


$0.25 


Refund Record Slips: Form E 


Per Pad (50 Slips) 


$0.15 


Customer Record Cards: Form F 


100 (Size 5” x 3”) 


$1.50 





Cei 


carton tickets, Form CG 
1%” x 3%” (gummed top) | gross 


$0.50 


1000 $2.50 


Shoe Carton Tickets and Clips: Form H 


1%” x 3%”, 1000 $2.25 


5000 $10.00 


PROFIT CHARTS — 2c. each; an accurate method of 
figuring selling prices. 


Check with order, please, unless C.O.D. Shipment is 
preferred. 


Orders filled for any forms preferred. 
x * * 


MERCHANTS SERVICE DEPT. 
209 S. State Street, Chicago, III. 
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Women's Shoes 
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QUALITY 
WOMEN’S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York Gity 
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Children's Shoes 
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The .C. A. Haines 
Shoes for Children 


Fiex-A-Proved Cushion 
construction, soft end 
smooth inside, scientif 
jeally designed; all 
leather. Write for Cata- 


SUPERIOR SHOE CO. 


508 S. Peoria St. 
also carried in stock by 
American Shoe Co., 8. 
251 W. Jefferson St., 
Detroi 
Jayson Shoe Co... . 


52104 
White Elk 


Mfrs. 
Chicago 


Les Angeles, Ca 


ll a li i ee 


Riding Boots 
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FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 








Shoe Man’s Son on Coast 


Emmaus, Pa.—Walter M, Beers, Jr., 
son of Walter M. Beers, owner of the 
shoe store which bears his name, has 
been inducted into the Army and is 
stationed at Fort Lewis on the Pacific 
Coast. 
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Heads Pacific Northwest 
Association 
Portiand, Ore.—Frank H. Siasor, Seattle 


shoe retailer, was elected president of 
the Pacific Northwest Shoe Retailers’ 


FRANK H. SLASOR 


Association, at the annual convention of 

that organization which was held here 

recently. Other officers elected were: 

George Bitzer, vice-president; Ward 

Brazelton, treasurer; Norman Klasgye, 
secretary. 
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Brown Issues 
Semi-Annual Statement 


St. Louts, Mo.—Brown Shoe Com- 
pany has issued its semi-annual state- 
ment, as of April 30, 1942, showing net 
sales of $23,186,183.53. Profit before 
taxes on income amounted to $1,360,- 
167.30, and net profit to $502,167.30. 

Current assets, including cash, trade 
accounts receivable, inventories of fin- 
ished products, work in process, raw 
materials, totaled $18,426,474.07. Cur- 
rent liabilities— notes payable, trade 
accounts payable, taxes, and interest 
on note amounted to $6,026,318.75. 

In the comparable period of the pre- 
ceding fiscal year net profit was $554,- 
433 after provision for taxes amounting 
to $268.000. Net sales for the first six 
months of the year were $23,186,183, 
against $12,891,851. 


Reports Sales Increase 


Str. Louis, Mo.—Edison Bros. Stores, 
Inc., reports sales for the month of 
May were $4,111,061, against $3,381,- 
439 in May last year, an increase of 
21.58 per cent. For the five months 
ended May 30 sales were $17,643,471, 
against $13,247,878 in the correspond- 
ing period last year, an increase of 
23.18 per cent. 


William A. Ray 
DANVILLE, ILL.—William A. Ray, 51, 
salesman for the Museback Shoe Com- 
pany in the New England States, died 
at Leominster (Mass.) Hospital re- 
cently. : 








The association between W. A. Ray 
and G. E. Musebeck, president of the 
Musebeck Shoe Company, had its be- 
ginning twenty-seven years ago. For 
ten years the two worked together for 
the Edmonds Shoe Company of Mil- 
waukee and for two years with Harsh 
& Edmonds Shoe Company. When G. 
E. Musebeck founded the Musebeck 
Shoe Company in 1927, he called upon 
Mr. Ray to work with him in this new 
venture and the association grew into 
a deep and lasting friendship. 

Mr. Ray had complete confidence in 
G. E. Musebeck’s ability to make a 
product that he would be proud to sell, 
and G. E. Musebeck knew that if any- 
one could put the line over in New 
England it would be Bill Ray. 

In his fifteen years as-a Health Spot 
Shoe salesman in New England, Bill 
Ray built a loyal following for himself 
and his product, by conducting himself 
in such a way as to inspire the greatest 
respect from everyone he contacted. 
He proved himself a trusted friend, 
putting his dealers’ interests before 
his own. 

Health Spot Shoe dealers in the New 
England States will be glad to learn 
that Mr. Ray’s son, Bill Ray, Jr., is 
taking over the territory. He is sin- 
cere and enthusiastic, possessing the 
same fine qualities that made his father 
liked and respected, and his many 
friends wish him success in joining the 
sales staff of the Musebeck Shoe Com- 
pany. 
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‘April Shoe Production Up 
[CONTINUED FROM PAGE 31] 


Men’s shoe production of both dress 
and work types reached 9,733,270 pairs 
ir April, higher than the March figure 

9,640,119 pairs, but lower than the 
“957,872 pairs which were produced in 
April 1941. Production for January 

rough April 1942 amounted to 38,- 

1,534 pairs, 2.6 per cent over produc- 
ton for the same period a year ago. 

Production of youths’ and boys’ shoes 
i April was 1,523,475 pairs, an increase 
© er 1,513,198 pairs produced in March, 
but again a decrease from 1,554,949 
pairs produced in April 1941. Produc- 
ton for the first four months this year 
.as 5,839,577 pairs, an increase of 3.6 

r cent over the amount produced in 

iis period last year. 

Women’s shoe production in April 
amounted to 17,082,416 pairs, a decrease 
from . 18,012,811 pairs produced in 
Mareh and from 17,402,487 pairs pro- 
duced last April. Total for the first 
four months this year was 65,864,048 
pairs, 0.7 per cent lower than that for 
these months a year ago. 

Production of misses’ and children’s 
shoes in April totaled 3,680,830 pairs, 
lower than the 3,759,769 pairs produced 
in March and the 3,995,991 pairs 


which represented the April 1941 out- | 
January through April produc- | 


put. 
tion was 14,905,214 pairs, 7.6 per cent 


lower than the figure for the same | 


period in 1941. 

Production of infants’ shoes amounted 
to 2,854,251 pairs in April, higher than 
the 2,340,015 pairs produced in March 
and the 2,266,096 pairs which were 
produced in April 1941. Production 
for the first four months totaled 8,869,- 
240 pairs, an increase of 0.3 per cent 
ever production for the same period 
in 1941, 


Elected to 
Brown Shoe Co. Board 


St. Lours, Mo.—On Tuesday, June 2, 
the board of directors of Brown Shoe 
Company, Inc., elected two new men 
to the board, Don S. Hyman and 
Edward D. Pankau. Both men have 
grown up with the company over a 
period of years. 

Mr. Hyman started with Brown Shoe 
Company on August 15, 1910, in the 
traffie department, later became traffic 
manager, Manager export sales and as- 
sistant sales manager, and today is in 
charge of operations. 

Mr. Pankau started with the com- 
pany as a salesman in Northern Illinois 
in 1929, then in the store plan depart- 
ment ds a field man, and from 1934 
to 1936 took charge of the Chicago 
sales office. He then came to Saint 
Louis to the store plan division, which 
he heads at the present time. The elec- 
tion of these men is in line with the 
de-ire of the president, John A. Bush, 
to have men on the board who are 
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“CUDDLE BACK” CONSTRUCTION 





. .-and a mother can see it, too. An easy, convinc- 
ing demonstration, quickly borne out by per- 
formance, sells Trimfoot Pre-School Shoes and 
brings them back for more. You be the judge of 
whether or not it will build sales and repeat busi- 
ness for you: Trimfoot Pre-School Shoes with 


patented “Cuddle-Back”’ heel construction are designed to eliminate the 
creases over the counter which usually form in children’s shoes of conven- 
| tional construction . .creases that force the foot forward ’til proportional fit 
is lost and toe-room is wasted. “‘Cuddle-Back” preserves a smooth overall 


fit, and, by letting little feet utilize a// the room 
provided for growth, lengthens the wear period, 
thereby giving mother customers even greater 
dollar for dollar value! Write or wire for details. 
TrimfootCo.,Trimfoot Terrace, Farmington, Mo. 


RIM! 
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active in the business and who repre- 
sent important parts of the business. 


OPA Issues. Ruling on 
Cartons and Wraps 


WASHINGTON, D. C.—Shoe manufac- 
turers who furnished retailers with 
special carton wraps in March need not 


continue such a practice. Manufactur- 
ers may at their discretion continue to 
supply such cartons, but if they do so 
they can not make an extra charge for 
them under the terms of the General 
Maximum Price Regulation. 

A ruling to this effect was announced 
on June 5 by Price Administrator Leon 


Henderson in order to correct a mis- 
understanding. 

“Sellers of shoes need not continue 
to supply purchasers with special car- 
tons under the terms of the General 
Maximum Price Regulation,” said Mr. 
Henderson. 

“However, where a seller during 
March, 1942, sold shoes in standard 
cartons ‘and in special cartons at the 
same price, if he continues to furnish 
special cartons, no extra charge may be 
demanded therefor.” 

This ruling was regarded by retailers 
as restraining manufacturers from 
making an additional charge for car- 
tons and wraps. 





Workshoes 
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SAFETY SHOES 
and 


POPULAR PRICED 
WORK SHOES 
Carried In Stock 








Union Made Holliston, Massachusetts 
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St. Louis Shoés 
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f CANCELLATIONS 


from 15 of St. Louis’ finest factories 
MEN'S — WOMEN'S — CHILDREN'S 


Dress and Sports 


M. K. WEIL SHOE CO. 
\_ 1326 Washington Ave. St. Louis, Me. 7 
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Golf Shoes 
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SPIKES 
AT ONCE 
DELIVERY 


* Brown Elk Uppers 
* Coler Combinations 


$9 60 REMOVABLE 


Style #2165 
Sizes 6-12 


OTHER GOLF SHOES 


Men's Ne. 2160 & 2161 
Ladies’ No. 2140-2141-2142 


Send for Cataleg—ASCO ATHLETIC FOOTWEAR 
BUY WAR SAVINGS BONDS AND STAMPS 


ARNOFF SHOE CO 








Havana Retailer 
Visits Factory 


BROCKTON, Mass. — Manuel Fernan- 
dez, manager of Garcia y Cia, of Ha- 
vana, Cuba, was a recent visitor at the 
Geo. E. Keith Company plant in Brock- 
ton, buying Walk-Over shoes for Fall. 
This was Mr. Fernandez’s first visit 
to the Walk-Over factory. Mr. Fer- 
nandez reports that general business is 
very good in Havana and retailing ex- 
ceptionally brisk right now. Practically 
the entire Cuban sugar crop is coming 
to the United States, and exports of 
sugar are expected to show a 20 per 
cent gain next year, he says. There is 
no passenger service by boat between 
Cuba and the United States these days, 
and Mr. Fernandez made the trip by 
air both ways. 
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Historical Exhibit 
At Boston Fair 


Boston, Mass. — The United Shoe 
Machinery Corporation had a most in- 
teresting exhibit at the Boston Shoe 
Fair. In addition to a group of shoes 
of a practical nature, designed with a 
view to providing types which it is 
possible to manufacture under present 
conditions, the corporation displayed a 
collection of boots and shoes of his- 
torical interest. 

Among these were sandals worn over 
4000 years ago which came from the 
Tomb in the Fayume Valley; sandals 
about 1500 years old from the Roman 
city of Antinoe, which was destroyed 
before the fifth century; a shoe worn 
by the late Robert Wadlow, size 36; the 
bedroom slipper of Empress Elizabeth 
of Austria worn in 1858; the ballet 
slipper of Cleo de Nerode who wrote 
her name on the sole; an old jousting 
boot, sturdy enough to take the place 
of armor and worn by Henry IV of 
France; a papal slipper worn by Pope 
Pius VI about 1785, embroidered in 
sequins and gold thread; a high heeled 
mule with extraordinarily high red heel 
which was the badge of nobility at the 
time of its manufacture; an ancient 
crackrow shoe with long upturned toe, 
dating back to Henry of Anjou; many 
other interesting shoes dating from the 
Middle Ages to the present time. 

Also shown were a set of shoe buckles 
and knee buckles worn by John Quincy 
Adams, richly ornamented with rhine- 
stones and worn at the time when 
ornate buckles were in favor on both 
shoes and the clothes of gentlemen of 
the period. Perhaps more curious than 
all the others was the foot protection 
adopted by the bushmen in the interior 
of Australia, made of the hair of dogs 
twisted into a cord and the feathers 
of the emu which enabled the wearer 
to leave no distinguishing track when 
he walked. 

The exhibit attracted much attention 
for its historical interest and value. 


Hold Open House for 
Anniversary Celebration 


PLYMOUTH, Wis.—Memories of long 
ago were awakened in the minds of 
hundreds of customers of the A. J. 
Eichenberger & Son Shoe Store, here, 
during the open house observed recently 
in observation of the firm’s 50th anni- 
versary. Of interest to many were 
shoes and slippers showing styles over 
a period of many years. Old pictures 
depicting the city’s early history were 
donated by pioneer residents of the city, 
and these produced an unusually inter- 
esting display. 

Coming to Plymouth in 1890, A. J. 
Eichenberger was engaged by Rudolph 
Fick and in, 1892 opened his own shoe 
store in company with his brother, 
August. In 1905 he sold out the stock 
and entered the shoe factory owned by 
the four Eichenberger brothers. In the 
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INNERSOLES 
COUNTERS 
WELTING 
Porous: Ploashle. Durable 
Edgar S. Kiefer Tanning Co. 
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Spring of 1905 he located in the Holz- 
schuh Building, and in October, 1906, 
moved to the present location. In 1923, 
his son, Niles Eichenberger, and his 
son-in-law joined the firm, and Niles 
operated a branch store at New Hol- 
stein, Wis. This branch store was later 
discontinued. Niles is now in complete 
charge of the store. 


Livingston a Major 

San Francisco, Cau.—Carl Living- 
ston, president of Retail Merchants’ 
Association, has been commissioned a 
Major in the U. S. Army. 


Shoe Store in White 
[CONTINUED FROM PAGE 22] 


and rich carpeting back through the 
central zone. 

Stock room, offices ‘and a small deco- 
rative balcony are located at the rear. 
Here too are the lounging rooms and 
rest rooms. 

Charles H. Lesher, who has been 
with the Stone. organization for 20 
years and who was manager of the 
store in its previous location, continues 
as store manager. 

The Stone Shoe Co., one of the oldest 
retail organizations in Cleveland, was 
born in 1863 during the Civil War pe- 
riod and it has weathered three wars to 
date. Confidence in the future led the 
company to expand and modernize its 
East Side store. Stone’s big downtown 
store at 840 Euclid Avenue is one of 
the largest and finest shoe stores in 
America. The company also has a juve- 
nile shop at Shaker Square in the ex- 
clusive Shaker Heights suburb of 
Cleveland. 


Boot and Shoe Recorder 





Children’s Styles on Wartime Rations 


[CONTINUED FROM PAGE 13] 


Stitching takes the place of tip and foxing, thus conserving material in this attrac- 
tive antiqued turftan blucher oxford. The sole and spring heel are of leather. 
Kali-sten-iks from Gilbert Shoe Company. 


—such as those which cowboys wear in 
their plaid shirts—and it is expected 
that these will have importance in chil- 
dren’s fashions. 

So much for ready-to-wear. What 
are the shoe manufacturers doing with 
what they can get? They are doing all 
sorts of things.to maintain the service- 
ability and style rightness of their 
lines. For one thing, they’re cutting 
patterns which do not waste leather. 
They’re eliminating many of their 
high-cut models. If they make tipped 
models, they make them with cut-off 
vamps. They combine two leathers in 
one shoe, so that they can make use of 
small pieces which otherwise would 
have been consigned to the scrap pile. 
They’re making moccasins with imita- 
tion moccasin seams, replacing the 
butted seam. They’re showing more 
stitched styles and fewer perforated 
styles—a saving on dies as well as on 
leather. Loops on ghillies made in one 
piece with the quarter, instead of a 
separate lace stay which takes more 
leather. Bows on trimmed pump styles 
are made of small scrap pieces. Fewer 
metallic ornaments—but good lines and 
good fit. 

So far, manufacturers still have 
stocks of certain materials — red 
leather, for instance, buckles, eyelets 
and rubber soles—which will carry 
them for a time, so they can provide 
shoes of the type which you are ac- 
customed to selling. But these mate- 
rials are becoming more difficult to get. 
Red leather is still available, but in 
smaller quantities than previously; 
brass buckles, eyelets, rubber soles 
must be replaced by other substitute 
materials. . 

Black (reclaimed) rubber soles are 
seen in some lines. Some manufactur- 
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ers have painted the sides of these 
soles red, to resemble the red rubber 
sole in appearance. But, if black rub- 
ber proves serviceable, it is possible 
that we may look for a return in popu- 
larity of the black and white saddle 
oxford, the saddle matching the sole. 
Saddles are being shown also on leather 
soles—with spring heels in most cases. 
Some manufacturers are using rope 
soles on their shoes, taking the place 
of the hard-to-get red rubber. Side 
lacings can take the place of side 
buckles. Blind eyelets, loops or steel 
eyelets painted brown are appearing 
where heretofore we saw brass eyelets 
and hooks. 

We may expect a gradual disappear- 
ance of such novelties as red shoes for 
children. The antiqued red Nor- 
wegian moccasin has proved itself a 
seller in the past two seasons—but 
there’s no reason for believing that it 
won’t sell as well in its classic version 
—antiqued brown. And the espadrille, 
with rope or leather sole and thong 
lacing is a shoe which uses little 
strategic material, yet is smart and 
practical—and above all, comfortable 
on the young foot. 

We're seeing a lot less “superim- 
posed design” and a lot more basic 
good taste in the shoes which manu- 
facturers are producing for our young 
customers. And it’s a safe bet that 
this trend will continue—giving us 
shoes which are not less styleful, but 
less fussy; shoes which are plainer 
than those to which we’ve accustomed 
ourselves. Don’t forget—the basic 
types were always your best sellers; 
they’ll still find a ready market, for 
they earned their reputation of classic 
because they had what the youngsters 
wanted. 
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NO CEILING 


Even though prices are frozen, 
your customers will warm up 
to your continued efforts to 
give them complete satisfac- 
tion. Good shoes, properly 
fitted, are still the basis of 


able shoe merchandising. 


Under war-time regulations, 
quality, good style and correct 
fit are of much greater impor- 
tance to shoe customers than 
slight variations in price. 
They know that correctly fitted 
shoes wil] wear longer, will 
give them greater comfort, 
more endurance and stamina 
for strenuous war-time duties. 


They will favor the merchant 
who protects and promotes 
their physical fitness and per- 
sonal efficiency... from the 
shoes up! There's no ceiling 
on the amount of customer sat- 
isfaction and confidence you 


can develop with expert X-Ray 


Fitting Service. 


X-Ray Fitting Keeps 
Costs Down, Too! 
You can own an X-Ray 
Shoe Fitter without in- 


creasing your ca 
investment and, be- 


Val Ny 
‘Al 
SHOE FITTER Jac. 


3533 NORTH PALMER STREET 


SCONSIN 


MILWAUKEE Ww 
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Honest Value 
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Bowling Shoes 
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$4.99 BUY Now 
-JU PAY LATER 


bp Ne. 734L Wes. Ox. 1.90 
No. 732X Men's Ox. 2.00 
No. 731X Men's HI..2.10 


15 Additional Styles, 
Immediate Delivery. 
Sept. | DATING— 
Payable Oct. 10 
SEND FOR 
CATALOG 


** 
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BUY WAR SAVINGS BONDS & STAMPS 


ARNOFF SHOE CO.,iINC., 101 Duane St.,N.Y.C 
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CartonLabel 
TOLMAN: DAVIDSON 


—A DVERTISING PRE‘ 
BROCKTON, MASS 
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St. Louis Jobs 
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BRANDED 
SHOE JOBS 


St. Louis’ finest makes always 
on the floor. 


JOBS .. . SAMPLES 


CANCELLATIONS 


Women's better grades 
in dress and sport footwear 


SCHNEIDER SHOE CO. 
1404 Washington Ave., St. Louis, Mo. 




















Award Service Pins to Employees 


Nunez for forty-two years’ service. 


| Mrs. M. M. Tuffy, president of Krupp & Tuffy, Inc., presents a service pin to W. A. 
Michael Murphy, secretary of the firm, acted 


as master of ceremonies. At left, A. F. Kuhleman, vice-president and treasurer of 
the firm, receives a pin for forty years’ service from L. F. Tuffy, vice-president 
and manager. 


Houston, TExAS—The 60th birthday 
celebration of Krupp & Tuffly, Inc., 
was held at San Jacinto Inn recently. 
This was also the birthday of Mrs. M. 
M. Tuffly, president of the company 
and wife of the founder of the shoe 
firm. 

At the anniversary celebration, em- 
ployees who had been with the company 
for two or more years were awarded 


service pins. Those who had been with 
the Krupp & Tuffly company for five 
years received a gold pin with one 
ruby; 10 years, gold pin with two 
rubies; 15 years, gold pin with three 
rubies; 20 years, gold pin, one diamond; 
25 years, diamond and one ruby; “30 
years, diamond and two rubies; 35 
years, diamond and three rubies; 40 
years two diamonds. 





| Announces Pricing Method 


For Military Articles 


WASHINGTON, D. C.—Taking into con- 
sideration special circumstances sur- 
rounding the production of many mili- 
tary articles, Price Administrator. Leon 
Henderson has announced a method for 
pricing such items that may be sold or 
delivered to war procurement agencies 
after July 1, 1942. 

Maximum Price Regulation No. 157 


| (Sales and Fabrication of Textiles Ap- 


parel and Related Items for Military 
Purposes) establishes maximum prices 
for the following commodities when 
made in accordance with military spe- 
cifications: 

(1) Yarns, textiles and textile prod- 
ucts; 

(2) Leather, 
thereof; 

(3) Rubber 
footwear; and 

(4) Wearing apparel, including find- 
ings, and other individual, organiza- 
tional, or ship’s personnel equipment 
made in whole or in part of any of the 
materials listed in (1) and (2) or from 
rubber, except rubber drug sundries. 

Maximum prices are established at 


fur, and products 


fabrics, apparel and 


the highest price at which sale or de- 
livery of a particular article was made 
prior to April 1, 1942, plus an amount 
proportionate to the seller’s increases 
in material and labor costs between the 
time the contract was placed and March 
81, 1942, plus increases in wage rates 
pursuant to certain collective bargain- 
ing contracts or other wage agreements 
entered into before April 27, 1942. 

No further increase in costs beyond 
the dates specified will be allowed, Mr. 
Henderson stated. 

“Action was taken,” he said, “in 
order to avoid disruption of orderly 
procurement for the armed forces, The 
nature of military yequirements does 
not permit the adjustments to provide 
for absorption of increased material 
and labor costs which are being called 
for in civilian production.” 

Maximum Price Regulation No. 157 
goes into effect with respect to Govern- 
ment contracts on July 1, 1942. Prior 
to that date, sales or deliveries by prime 
contractors to the United States Gov- 
ernment war procurement agencies are 
exempt from the General Maximum 
Price Regulation. This exemption does 
not apply to subcontractors. 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. | 
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MEXICAN HUARACHES 
IMMEDIATE DELIVERY 


AIRMAIL US OR WIRE COLLECT 
ORDERS SHIPPED THE SAME DAY 


| %e QLD MEXICO SHOP 


$17.50 dozen 


No. M-100 Guadalajara 
Sizes: 34-54-78 for 
Ledies. Popular notu- 
ral beige leather, low 
heels, loose heel 
straps. 











Whites Lead in Chicago Shoe Selling 





Early Call for Summer Shoes Began Even Before Easter. 
Colored Styles and Play Shoes Maintain Good Volume 


Cuicaco, ILL.— With Summer now 
on in full force, shoe promotions and 
sales along State Street, Michigan 
Avenue, and the entire downtown area 
are definitely on the brighter side. For, 
as is natural, whites dominate the 
scene, with colorful play shoes making 
an excellent showing in all sectors from 
basement budget shops to the quality 
and top price salons. 

Whites found an early and secure 
place in the retail selling picture. Be- 
ginning to move even before Easter, 
whites are now making record sales 
despite the fact that really warm 
weather was only spasmodic so far. It 
is difficult to arrive at any general 
conclusion as to whether all-whites or 
brown and whites are leading in sales. 
One loop department store buyer re- 
ported that in higher priced shoes, 
whites were leading 4 to 1, while in 
his budget departments spectators held 
a 4 to 1 edge. Another buyer reported 
spectators ahead in early buying, but 
that the trend was now swinging to 
whites, and still another reported cur- 
rent sales about even. All types of 
materials are selling including calf, 
kid, linen, and buck. Wheat and natu- 
ral linen with tan received a good early 
play and continues in demand. Sandals 
both in white linen and in colors such 
as pink, blue, yellow, green, and red, 
promoted to wear with pastels, whites, 
and darks, are being featured and sell- 
ing in all price ranges. Maulticolors, 
embroidered effects, transparent plas- 
tic, and mesh, account for most of the 
novelty and high style sales. 

Dark shoes continue to sell, particu- 
larly low heel and walking types in 
tans and browns. Low heels in every- 
thing, from 17/8 down including many 
of the Summer sandals and almost all 
of the -whites is the continued and 
growing trend. Joseph’s is featuring 
a pin-punched Summer suede “For you 
who clamor for a dark shoe that’s cool. 
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A city minded shoe by Joseph—that 
lets a million country breezes through 
its open toe and heel.” 

Marshall Field & Company has led 
the field in white promotions with a 
large amount of newspaper advertising 
space devoted to them. One of these 
labeled “Footlight Whites,” urged cus- 
tomers to “Lighten up your Summer 
wardrobe with white shoes. Let them 
throw into relief your prints, your 
dark sheers, your colored cottons.” An- 
other read, “With all the colors in the 
spectrum, but particularly with the 
darks—the blacks, browns, blues—wear 
white Salon Aristos. They add that 
gleaming bit of contrast that makes 
your darks seem even cooler and more 
iced looking, and you, too.” Carson, 
Pirie, Scott & Co. recently showed a 
series of panels of spectators, suggest- 
ing wheat linen for wear to market, 
black and white to the races, brown 
and white “for afternoon and after,” 
and blue and white to Red Cross class- 
es. This same shop also has been pro- 
moting wheat linen as “the natural 
thing to wear this Summer.” 

Play shoes are selling in larger vol- 
ume than ever before and are receiving 
more emphasis and promotion in all 
price ranges. They have been given 
major ‘attention in shop and depart- 
ment store windows. Carson, Pirie, 
Scott & Co. featured a special win- 
dow fashion series on clothes to wear 
bicycling, including a wide range of 
low heeled sport and play shoes. This 
same store also ran a large advertise- 
ment of “Sun ’N Run Shoes—Carefree 
Casuals,” timed for Memorial Day. 
Marshall Field & Co. tied play shoes 
in with an advertisement of beach 
and swim clothes. 

The ceiling price order has had a 
stabilizing effect on business, for mer- 
chants report only isolated instances of 
three and four pair sales. 


SANTA FE-- NEW MEXICO 


Mills in Line to Head 
New York Association 


RocHester, N. Y.—John W. Mills, 
manager of the Walk-Over Shoe Store, 
420 State St., Schenectady, is slated 
for the presidency of the New York 
State Shoe Retailers’ Association, which 
is to hold its annual meeting at the 
Onandaga Hotel, Syracuse, Sunday, 
June 14. Although Paul V. Herron, 
first vice-president, was in line for the 
honor, personal reasons impelled him 
to decline. Who will be placed in nomi- 
nation for the other offices has not yet 
been indicated, although it is expected 
that there will be several new directors. 

One of them will be Mrs. Louise Q. 
Lynch, widow of John C. Lynch, who 
was a director and whose death oc- 
curred a few weeks ago. Mrs. Lynch 
will operate the business of the W. H. 
Lynch Co., Inc., shoe store at Syracuse, 
which was established by his father. 

Interest of shoe men centers in the 
talk to be given and quiz program to 
be conducted by Paul Riley, former 
New York shoe retailer and now with 
the Shoe Price Division of the OPA, 
since he will answer questions of indi- 
vidual shoe merchants concerning their 
own problems, created through the new 
price ceilings. 


Dietrich Heads Russian 
Relief Committee 


New YorK—Election of Howard Diet- 
rich, vice-president of Armand Schmoll, 
Inc., as chairman of the Hide & Skin 
Industries Division of the New York 
fund-raising campaign of Russian War 
Relief, Inc., was announced recently by 
Allen Wardwell, chairman of the New 
York campaign committee.- Mr. Diet- 
rich is completing organization of a 
committee which will conduct an inten- 
sive campaign for contributions from 
all parts of the hide and skin industry. 

Russian War Relief is conducting a 
national drive for $6,000,000 for its 
1942 relief work. It announced on June 
1 that it already had spent more than 
$1,250,000 in America for supplies to 
Russia. 








POSITION WANTED 


FOR SALE 


WANTED TO PURCHASE 





SHOE B BUYER AND MANAGER with eighteen 

years’ experience. Address #532, care Boot 
& Shoe Recorder, 100 East 42nd Street. New 
You, N. Y¥. 





SIDE LINE SALESMAN 


SALESMEN carrying one good line 
Women’s Shoes to also carry well estab- 
lished short Slipper Line. Address #551, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


REPRESENTATIVE WANTED for sideline, 
Men’s Sandals and Slipper Line, better trade 
—$3.00 and $5.00 retailers; territories of South, 
Middle West, Coast and New England open. 
Address #549, care Boct & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





of 





For SALE: Chrome and Leather Chairs, 

Shoe Forms for display purposes, and as- 
sorted Window Fixtures. Address #550, care 
Boot & Shoe apie. 100 East 42nd Street, 
New York, N. Y. 





LINE WANTED 


SALESMAN, live wire, established following, 
wants popular priced lines except Women’s 
Sport Oxfords; Carolinas, Georgia and Florida. 
Very good references. Address #548, care 
Boot & ee oo. 100 East 42nd Street, 
New York, 








HOTELS 








CASH 


For Entire Stocks or Surplus Merchan 

dise. This is a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 


CAMITTA SHOE COMPANY 
120 N. Fourth St., Philadelphia, Pa. 
Phone Lombard 2062 








BUYERS OF 


MANUFACTURERS—RETA 
SURPLUS STOCKS 


We buy for cash surplus or complete shee stocks. 
Branded er unbranded. Generous prices. 
Write, wire or phone. 


BARSH & CEASAR 
18 N. Fourth St. Eetiateignta, Pa. 
Phene Market 1 





HELP WANTED 


WANTED RETAIL SHOE MAN: A high- 

grade store in Pittsburgh Suburban Commu- 
nity of 30,000 people needs the services of a 
eompetent, married, all-around shoe man—one 
who can trim windows and assume duties of As- 
sistant Manager. An elegant opportunity awaits 
the man who can qualify. For an interview, 
write or call BURLEY SHOES, NEW KENS- 
INGTON, PA. Address #547, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








HOTELS 





DOWNTOWN OW TOUR DOORSTEP 








To Manage Store 


St. Pererspurc, Fta.— Charles 
Palermo has been named manager of 
the Cannon Shoe store, at 707 Central 
Avenue. Mr. Palermo has been con- 
nected with the Cannon organization 
for almost ten years, in Charlotte, 
N. C., for some six years, and more re- 
centiy at West Palm Beach. 














HOTEL ATLANTIC 


A convenient downtown hotel with 
reasonable rates from $2.25 up. 


CLARK NEAR JACKSON 








t. BUY 


IRVIN BUSIN 
Jone. 


“The House of 
89 pene oe Cer. Church 
Phone Barclay 7 New York Oity 





| Sponsor Mail Order 
Delivery Plan 


Cotumsia, S. C.—Restricted gasoline 
and the rubber shortage which has 
shrunk the size of the 60-mile trade 
area served by 11 shoe merchants em- 
braced in the membership of the Colum- 
bia Merchants’ Association is being 
met by several of those firms in a new 
manner—mail order delivery. For the 
first time in history, the retail shoe 
merchants have added regular mail 


order departments to care for their | 


out-of-town customers. 

- The advertising media used by the 
association members, two established 
daily newspapers and two radio sta- 
tions, are carrying word of the change. 
In the former, pictures of shoes, listing 
information and prices, are being dis- 
played to a greater degree than in the 
past. 








SELL YOUR Soarees STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shees 
from retailers, jobbers and manufacturers. 
Visi our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and S378 ond 5878 


SHOE STORES WANTED 
FOR CASH 
Men's, women's, children’s shoes retailing 
$5.00 Short term leases 














Tnusual references on request 











Hertler Joins 
E. H. Hartley, Inc. 


Jackson, Micu.—A. F. Hertler has 
become manager of the shoe depart- 
ment of the E. H. Hartley, Inc., store 
located at 115 W. Michigan Ave. 





ments. 
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advertising 





CLASSIFIED ADVERTISING RATES 

The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed i 
Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. In all other 

word of the address should be counted. 
ead ig adam cn pers Paras wore is $5.00 an inch with a maximum of 46 words. 
in 
© Advertisements for this page must be in our New York Office on Friday of the week preceding publication SS 
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The Editor’s Outlook 
(Continued from page 20) 


direct public rationing. But how should 
inventory control be operated in as 
diversified a product as shoes. Children 
will need more pairs of shoes; work- 
men who put in double time will need 
more pairs of shoes; misses and boys 
who walk instead of ride will need more 
pairs of shoes, or at least they will 
have to take better care of their shoes 
and get longer wear out of them; defi- 
nitely there will be fewer pairs of 
shoes because the supply of leather is 
being shortened daily. The new import 
regulation effective July 2 is going to 
drastically reduce the intake. Increases 
in the Army and Navy are going to 
make the consumption of heavy leath- 
ers and heavy shoes less in civilian 
life. 

If inventory regulation is the thing 
we might supply a few pieces to go on 
into this jigsaw puzzle. We might sug- 
gest that merchants doing less than 
twenty thousand dollars worth of busi- 
ness per year be exempt from the in- 
ventory regulation. The reason for 
that is quite obvious. 

A check on inventory-hoarding by 
merchants might be further encour- 
aged by putting into effect something 
like what we now do on charge ac- 
counts. Here’s the ruling as inserted 
in every bill by some stores: 


“NEW GOVERNMENT REGU- 
LATIONS AFFECT CHARGE 
ACCOUNTS: Beginning July 10 
we are required by law to discon- 
tinue credit on all accounts more 
than 40 days old. But accounts 
paid promptly are not affected. 
Only accounts owing more than 
40 days are restricted by law. In 
other words, if you settle your ac- 
count in full each month, you com- 
ply with the regulations; you 
greatly assist us by so doing; and 
you are at liberty to enjoy every 
convenience of your charge ac- 
count.” 


If the merchant has credit E.O.M. 
10 days—or seasonal dating—it will 
certainly tend to decrease stock and in- 
crease turnover. So we now come to the 
end of our thinking on this subject. It 
will be a better shoe business for more 
small stores—democracy in distribution 
if stocks are kept low and active and 
cash is made imperative to all. 


Install New Sign 


SEATTLE, WaSH.—Brightening up its 
facade, Jerauld’s Shoe Store at 505 
Pine Street, has recently installed a 
bright new neon sign in colorful letters. 
Color is the dominant keynote of its 
special sales power at present, for the 
Store is featuring python and reptile 
footwear in various shades. 
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Protect the Families 
of Navy Men! 


care for Navy men and their 
families—(this includes the 
Marine Corps and the Coast 
Guard Welfare)—the Citizéns’ 
Committee of the Navy Relief 
Society is asking for your help. 
Give generously to your local Navy 
Relief Committee. Give today! 








Shoes Lead Philadelphia Sales 


PHILADELPHIA, Pa. — According to 
official reports, the retail shoe trade 
holds a decided lead over all lines of 
merchandise sold here recently. This 
is especially true outside the central 
district. 

Department stores report a gain of 
3 per cent in the central city area, 
with a drop of up to 5 per cent out 
of this district. Shoe stores in the cen- 
tral area report a gain of from 10 to 15 
per cent in sales, and those in the outer 
area, such as 52nd Street, report a 
gain of from 8 to 12 per cent. 

White with brown trim still is the 
favorite with fancy sport styles gain- 
ing. 


Women’s Shoe Sales Lower 


RocHester, N. Y.—Because May was 
cold, following an unseasonably warm 
April, retail sales of women’s footwear 
were not up to the expectations which 
had been created by a rush of -early 
business. 

There was one exception. Women’s 
sports shoes have been going well, not 
so much because of outdoor activities 
but because they are the popular type 
of footwear being worn in war indus- 
tries in which many thousands of 
Rochester women are employed. 

But men’s shoes have been selling 
much better, the reason being the wide 
circulation of reports that the supply 
of heavy leathers is limited and may 
soon be required for the armed forces. 

As temperatures became higher with 
the coming of June, sales of women’s 
footwear went up, and a good season is 


expected. 








MERCHANTS’ NEEDS 


IAL ARIE 


Take It Easy 


Don't try to “live up" to y 
line ration. Stay under 

















Dates to Remember 


New York State Shoe Retailers’ As- 
sociation Meeting, Syracuse, New 
York. June 14, 1942 

Michigan Shoe Travelers’ Club, 
Annual Fall Shoe Show, Hotel 
Statler, Detroit, Mich. 

July 6, 7, 8, 1942 

Second Annual Baltimore ~- Shoe 
Fair, Lord Baltimore Hotel, Bal- 
timore, Md. July 12, 13, 14, 1942 

National Shoe Fair, Hotel Stevens, 
Chicago, Illinois. 

November 2, 3, 4, 5, 1942 





Contribute to USO Fund 


BrRooKLyn, N. Y.—The workers and 
management of Grossman’s Shoes, Ine. 
collected $100.00 as a contribution to 
the U. S. O., it was announced here 
recently. 


They Serve Their Country 


CuicaGco, ILL.—Three members of the 
Walk-Over stores in the Chicago area 
are now serving with the armed forces. 
John A. Steinable, office manager and 
accountant of the loop store is at Jack- 
son Army Air Base, Jackson, Miss. Leon- 
ard C. Lovaas, formerly with the Evan- 
ston store, is with the Medical Corps, 
in Panama, and Gordon Buhrman, 
formerly with the Evanston store is in 
the Air Corps training to be a bom- 
bardier. 


Assigned to Army Service 


Cuicaco, ILt.—Carl M. Fleisbach, 
son of Carl Fleisbach, head of the 
Walk-Over stores in the Chicago area, 
is now in Army service at Camp 
Crowder, near Joplin, Missouri. 





Former Shoe Man in Army 


Cuicaco, ILt.—Ellis V. Crowley, 
formerly assistant to Sol Benheim as 
shoe buyer for the Wieboldt Stores, is 
now Private Crowley of the U. S. Army 
Signal Corps. Prior to his duties in the 
main office of the Wieboldt stores, Pri- 
vate Crowley was manager of the shoe 
department in the 63rd Street store. 





To Represent Firm 
In New York 


New York.—Curt Steinberger, who 
for some time has been traveling for 
Galocha Moderna Ltda., Rio de Janeiro, 
Brazil, in the New England states and 
New York state, will now represent this 
firm in the Greater New York area. Mr. 
Steinberger has been in the rubber shoe 
business for more than 20 years. He 
has been associated with some of the 
leading firms in the United States and 
Europe. - 
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TO ADVERTISERS IN THIS ISSUE 


ALLIED KID CO., New York, Boston, Philadelphia 
ARNOFF SHOE CO., INC., New York City 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Po. 

BASS, G. H., & CO., Wilton, Me. . 

CAMITTA SHOE COMPANY, Philadelphia, Po. 

COLONIAL TANNING CO., Boston, Mass. 

CONNELL, J. M., SHOE CO., Braintree, Mass. 

CURTIS SHOE COMPANY, INC., Marlboro, Mass. 

DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. 
DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal. 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. . 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Po. 

GOODWILL SHOE CO., Holliston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, ill. 

HOTEL ATLANTIC, Chicago, Ill. 

HOTEL LENNOX, St. Louis, Mo. 

JARMAN SHOES—GENERAL SHOE CORP., Nashville, Tenn. 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo. 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 
KIRSCH-BLACHER CO., INC., New York City 

OLD MEXICO SHOE SHOP, Santa Fe, New Mexico 
RICE-O'NEILL SHOE CO., St. Louis, Mo. 


ROBERTS-HART, INC., Keene, N. H. 


RUBIN, IRVIN, New York City 





SCHNEIDER SHOE CO., St. Louis, Mo. .. 
SHOE FORM CO., INC., Auburn, N. Y. .. 
SUPERIOR SHOE CO., Chicago, Ill. 


TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Brockton, Mass. 


TRIMFOOT COMPANY, St. Louis, Mo. 
UNITED SHOE MACHINERY CORP., Boston, Mass. .. 
WEIL, M. K., SHOE CO., St. Louis, Mo. . 

X-RAY SHOE FITTER CO., INC., Milwaukee, Wis. ...... 
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Thal 


:~< SHOE COMPANY 


COLONIAL PATENT © 


in their 


POWHATAN CHILDREN’S 
SHOES 


They, as all able manufacturers, have carefully sought out 
the most dependable leathers, stuck to them as insurance 
of continued customer satisfaction. Colonial Patent is de- 
pendable. That is one reason for its universal popularity, 
but it is not the only one. Colonial Patents is fine grained 


... mellow ... easier to work ... economical .. . and 
the most widely used patent leather in the world. 


57 ; 
Me! . It could not have attained this position of leadership if it 


ksburg, Va. did not give more value cent for cent .. . more satisfaction 


sw foot for foot. 


q COLONIAL TANNING CO. 


3...BtoD 
- BOSTON - MASS - 


also tanners of black, white and colored elk . . . and splits 








SCOUTING and GERBERICH-PAYNE 
Oficial BOY SCOUT Shoes 


ln stride with America’s National Defense effort, Scouting 
moves forward at a fast pace, reaching 1,570,962 enroll- 


ment this year. To Scouting’s fast increasing tempo, add the 
Boy Scout's natural desire to be correctly uniformed from 
Scout Style No. 922 head to foot, and you have the greatest boy’s shoe promo- 


Official Boy Scout Brown Elk Moc- tional opportunity in America. Every month, more enter- 


= ee Ne nt ee, prising merchants are added to the list of Gerberich-Payne he : 


Last. Widths A, B, C, D and E. Official Boy Scout Dealers; and, each month the pairage 
Carried in Big Boys’ sizes, 


6!/> to II. grows. For a year ‘round, profitably stable business, you 
Carried in Gents’ sizes, || to 


31/5, in Widths B to D. should investigate this proposition. 


Natural 





